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If you look about you ... who is the AD that has a special something. He’s noticed everywhere. He has 
a tattoo, eye patch, beard — he likes sports cars, tight clothes and jazz. He likes 


fine papers too, for layouts, comps... nearly all creative work. AD’s everywhere, regardless of the 
medium, use these pads faithfully. 


Why not be a big wheel too and your designs will be noticed. 


DALTON “ADMASTER” Nothing finer, nothing compares for layouts and visualizing. 
2 surfaces, 4 weights. Also available for fluorographic work (No. 406R). 


“AD-ART™ The best general purpose layout paper. 

“ART-VEL.” Excellent tracing, layout and inking vellum. 
Once you work with one or all of these pads, you’ll learn why thousands are sold every week to art 
studios, ad agencies, display departments and free-lance designers everywhere in the U.S. 
Decide now to see your local art supply dealer and ask for them by name. 


Write for free 4 x 6" sample pads on your letterhead. 


paper co., inc. 


metuchen, n. j. 





One of the ways 


Marvelous Friden 


JUSTO 


can do your business 
typesets (with justified margins) 


sionally composed typesets on direct image plates, 
as used by duplicating machines, or reproduction 
proofs suitable for lithographic printing. 


at big savings Jobs like these* result from Justowriter profes- 


Compared with hot metal composition, Justo- 
writer type-composition yields real cost savings. 


The finished work is attractive, as you can see 
from this printing (itself set on the Justowriter 
and showing Justowriter-controlled justified-mar- 
gins.) Fourteen different Justowriter type faces, 
sized from 8 to 14 points, are available, 


Write today on your business letterhead for 
additional information on the Justowriter, a basic 
Tape-Talk machine in today’s “new world for 
business” created by FRIDEN, Inc., San Leandro, 
Calif. Sales, service, instruction throughout world, 


On this Justowriter Recorder (unit #1) 
any typist becomes an expert type com- 
positor, Her usual typing -- without in- 
volving special positioning or extra time -- 
produces simultaneously (a) a typewritten 
sheet, for visual check, and (b) punched 


paper tape with identical copy coded into 
the tape holes. 


7” 


Justowriter unit #2, the Reproducer, re- 
ceives code tape ... “reads” it ... and 
automatically composes the original copy 
in clear, accurate, justified-margin form. 
All kinds of copy -- straight matter, cen- 
tered, run arounds, line leaders, tabular 
matter handled at 100 words a minute. 


(*bulletins, manuals, price lists, booklets, direc- 
FRIDEN SILVER ANNIVERSARY 1934-1959 tories, catalogs, direct mail literature, house organs) 
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builder: 
PRIDEM ANS HIP 


A fine craftsman can be trained only one way — 
by setting the highest possible standards of per- 
formance . . . and making them stick. At Gugler, 
no technician is ever asked to produce a “com- 
mercial grade” of work. He wouldn’t know how, 


and we're not interested in teaching him. 


This rigid standard of performance is an impor- 


tant reason why, Gugler’s customer list contains 
so many “blue chip” advertisers. Time after time, 
job after job, they receive uniformly high, intelli- 


gently-interpreted reproduction of their artwork. 


You’re paying for first quality, why not get it — 
from Gugler. Consult your local Gugler repre- 


sentative on your next job. 


Guglier LITHOGRAPHIC Co. 


1339 NORTH MILWAUKEE STREET, MILWAUKEE, WISCONSIN 


Sales Offices: New York * Chicago * Seattle * San Francisco * Los Angeles * St. Louis * Atlanta * Detroit * Houston * Tulsa 
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Just Culuein Us 


One Hand Washes the Other 


The old German proverb, "One hand washes the other," has particular appli- 
cation to the field of advertising, sales promotion and merchandising. When 
all of these functions are performed by one man, as happens in many small or 
medium-sized companies, there is no problem; but if the activities are assigned 


in the company or agency to different people, then it becomes highly important 
that they think and work together. 


Creativeness is not the exclusive property of any one type of executive. 
No one has a monopoly of good ideas. Thus everybody should be working both to 


develop them and to utilize them when they are suggested from other sources 
than his own brain or department. 


The creation of a brilliant merchandising or sales promotion idea, inci- 
dentally, will make the work of preparing advertising campaigns a lot easier. 
No one knows who first thought of the six-pack idea for selling beer and soft 
drinks--but when it was put into effect it was at once recognized as a great 


sales promotion and merchandising plan which lent itself extremely well to ef- 
fective advertising presentation. 


The creative people in advertising should realize, too, that their coun- 
terparts in sales promotion and merchandising can make the task of writing good 
copy a lot easier by coming up with simple, effective ideas which have broad and 
universal appeal. When everybody on the team is looking for the spark which 


will ignite the whole creative process, something very good is pretty sure to 
happen! 


LLL 


G. D. Crain Jr. 
Publisher 


October, 1959 


ADVERTISING REQUIREMENTS is published 
monthly by Advertising Publications Inc., 200 
E. Illinois St., Chicago 11 (DElaware 7-5200), 
publishers of ADVERTISING AGE and INDUS- 
TRIAL MARKETING. Subscription rates: $3 per 


year in U. S., 50c per copy. 


Add $2 par you 
for foreign postage except for Canada, S. 
possessions and Pan-America, no extra post- 
age charge 


a GD 


Second class postage paid at Chicago, Ill 
and at additional mailing offices 


ADVERTISING REQUIREMENTS 
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HURRY! 
HURRY! 
HURRY! 


READY TODAY! 
LIMITED SUPPLY! 


Your Newest... Your Finest... 
Your Greatest Money Maker . . . 


GOES 1959 


HOLIDAY 
LETTERHEADS 


53 Beautiful .. . colorful 
distinctively Personal Holiday Let- 
terheads .. . Ready for you to 
imprint with your customers 

letter, or your own. 


17 Contrasting or matching 
envelopes . . . produced for you in 
multi-colors and gold . . . Designed 
to add elegance to your 

Christmas “Personal” letters. 


10 TRUCOLOR prints reproduced 
on folders to give you and your 
customers the values of a personal 
message . . . plus the beauty of 

the full color Goes scenic 
TRUCOLOR prints. 


10 Charm .. . designs that spell 
warmth .. . colors that hold atten- 
tion .. . Pictures that truly express 
the feeling of the Holiday Season. 
All on fine Kromekote. 

And... Many other features! 


FREE Goes 1959 Holiday Letter Sales 
Porfolio. Just attach this coupon 
to your letterhead, we'll rush the samples 
te you. 


' 
Yes: We want to show GOES 1959 
HOLIDAY LETTERHEADS. Please send 
@ FREE sample kit to: 


NAME 


STREET 


ZONE STATE__ 


' 
' 

' 

' 

' 

' 

' 

' 

' 

OE 
' 

' 

nee i 

' 

' 

' 

' 

: 


GOES urnocraPHinc COMPANY 
42 W. 61st ST., CHICAGO 21, ILLINOIS 
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Requirements 


Wanted: A New Merchandising Service 
Cooperative promotions aren’t all they should be, claims 
this observer, who offers some solutions. J. T. WALKER 


Face Your Clients with a Sense of Humor 
There’s no need to be pompous when you open a new office, 
and often fun pays off. Louis H. BreNDEL 


@ How to Buy your Business Christmas Gifts 
A report on why your business should give gifts, what fac- 
tors should be considered, and what kind of gifts you might 
look for. Rosert B. Konrkow 


How to Use Second-Best Photos 
What to do when the only photos you can get are not quite 
good enough. Cartes A. WRIGHT 


Rain to Order 
When the client likes the layout, it pays to cross the con- 
tinent to find June in January for your photograph. 


How to Open a Bank 
When you draw 50,000 people from an 85,000 community 


for an open house, you obviously have had sound promo- 
tion plans. 


Selling at a Sales Meeting 
Distributors were given a brand-new product, in a strange 
city, and sent out to sell door-to-door, for a new twist in 
sales meetings. 


How an Agency Uses Videotape 
A BBDO executive lists everything his agency did with 
videotape in one month, and takes a look ahead. 
ALEXANDER E. CANTWELL 


® Make your Music Fit your Story 
There’s more to a musical background than buying a rec- 
ord. Follow these rules for greater effectiveness. Jim EL.is 


How Direct Mail Introduced a New Product 
A five-step campaign helped Talon pick up a dominant 
share of its market, and at the same time, win the top 


award in this year’s Direct Mail Advertising Assn.’s com- 
petition. 





OCTOBER 1959 


OF CONTENTS 


Why Can’t You Sell by Mail? 
A veteran direct mail man looks at some of the possibilities 
that lie ahead for the imaginative user of the medium. 
LAWRENCE G, CHaIT 


8 Do Agencies Belong in Point-of-Purchase Advertising? . . 


The POPAI survey on client-agency-producer relations 


brings up some serious questions on the future of the 


medium. Dick Hopcson 
Perr er 


ue = — 

A Manikin that Talks to People 
Lots of stores have dummies in the window, but few dum- 
mies answer questions and talk back, as this one does. 


& What Does Type Really Say? 
A report on the qualities that experts and laymen see in 


particular type designs may have some influence on your 
choice of type. 


JAMEs E. Brinton & Wiii1aM B. BLANKENBERG 
How Much Does Free Package Design Cost? 
An independent package designer feels that services given 
for nothing are far too often too costly. B.A. McDermott 
New Methods, New Markets, New Machines 
A printing engineer spoke straight from the shoulder to a 
meeting of printers, and his remarks are worth repeating. 
RosBert DOWNIE 
A Book to Sell an Intangible 
When you sell house sidings, you can’t carry around a full 
line of samples, but Alsco has found an effective substitute. 
Betry AULENBACH 
A Simple System for Traffic Control 
Every agency and every ad department must know where 


each job is at any moment. Here is the way in which O. S. 
Tyson manages it, in an uncomplicated fashion. 


RicHARD V. Morrison 


@ Articles for your Adman’'s Handbook 


DEPARTMENTS 
Art & Photography 52 
Audio & Visual Aids ...... 67 
Direct Advertising 76 


REGULAR FEATURES 


Buyers Guide & 
Advertisers’ Index 

Books for Admen 

Coming Conventions 


VOLUME 7, NUMBER 10 





BNLOONS ¢ 
“ef FUN... 


Jo ~ 


.. . gay, light-hearted fun 
— stimulating, unrestricted 
fun for the kiddies. Adults 
enjoy them too — the excite- 
ment they give to children 
— the memories they stir of 
bygone outings to the beach 
and the fair. 


Bar 


e* 
¢ THEM TO SELL 


Layout & Typography __.101 
Packaging & Labeling III 
Premiums, Prizes & Spe- 
cialties 33 
Printing, Paper & Plate- 
making 115 
Shows & Exhibits 61 
Signs & Displays 92 


Competitions to Enter 
The Editor's Notebook 
How | Solved It 

Idea Album 
Information Wanted 
Just Between Us 

Next Month in AR 
Promotion Almanac 
Readers Write 

AR Reprints .. 





Write for Complete 
Full-Color Catalog 


THE OAK RUBBER COMPANY 


Pt ee 


eo 





We've enlarged a 


Mishal character 
to show you the exerting 


design quality of this type face: 


dimeral destructive 


of surface harmonies, fast-paced, 


forceful and distinctively 
personal. Specify Mighal. 


Write for free specimens 


Amsterdam Continental 
Types and Graphic Equipment, Inc. 


276 Park Ave.S.,N.Y.10, SP7-4980 
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The Editors 


| Words-of-the-month . . . 


With Their Bloopers 
In Spotlight, Admen 
Can’t Afford Mistakes 


Every month, we receive a num- 
ber of speech texts which we wish 
we could publish for the benefit of 
AR readers. Unfortunately, there is 
never enough space to permit pub- 
lication of most of this material. 

The past month has been par- 
ticularly fruitful. So, rather than 
just file away all of the more inter- 
esting speeches, we'd like to quote a 
few choice portions of two of them. 

For example, we particularly liked 
the way Walter Guild, president of 
Guild, Bascom & Bonfigli Inc., San 
Francisco, stood up for the adver- 


tising profession in an address at. 


the 1959 convention of Alpha Delta 
Sigma. He noted the amount of 
criticism directed at advertising in 
America and then admitted: 


> “We have about the same percent- 
age of hucksters in advertising as 
there are quacks in medicine and 
shysters in law and scoundrels in 
religion. These professions are less 
often libeled than advertising. Why? 

“The amount and bitterness of 
criticism of advertising and adver- 
tising people is really due to this: 
the doctor’s mistakes are in the 
graveyard; the lawyer’s mistakes are 


| in jail; the preacher’s mistakes are 
| in Hell. The adman’s mistakes are 


on television, and tv gets a better 
rating than the graveyard, jail or 
Hell! 


“It’s as simple as that. Our skele- 


tons don’t stay hidden in the closet. 
| They gibber 


about in full-color 
spreads in Life. They rattle their 


| bones on tv, supported by a sym- 


phony orchestra and an announcer 
in a white jacket. The adman’s mis- 


Display typefaces in this issue . 


takes offer a beautiful target for the 
thinking man as he sits in the eve- 
ning, mixing his own toothpaste, 
while his egghead wife stitches up 
her own brassiere. (Consumers’ Re- 
search has taught them how to cir- 
cumvent Ipana and Maidenform.) 
“Bad advertising does exist. Gen- 
erally, it doesn’t exist for long, but 
there is advertising around which is 
just plain horrible. There are a few 
wicked men in advertising, too. But 
the advertising critic will usually 
admit, if cornered, that his own pro- 
fession harbors a few phonies, in- 
competents, and assorted no-goods 


“We in advertising must make 
fewer mistakes, must have more in- 
tegrity, must be more responsible 
than most other men, because our 
bloopers are subjected to the full 
glare of the spotlight.” 


> Agency man Guild also told the 
students at the convention some of 
the requirements for success in ad- 
vertising. “How good should you 
be?” he asked. “In many fields, there 
is room for dubs, but goof-offs 
should stay out of advertising. Not 
only will they add nothing to adver- 
tising, but they will work very hard 
and get nowhere. 

“A man going into advertising 
should have talent .. . real creative 
ability of some kind. He should be a 
natural communicator. 

“He should have planning ability, 
and a logical mind full of good com- 
mon sense. 

“Many other abilities are needed, 
depending on which area of adver- 
tising is entered. But equally impor- 
tant as ability are certain character 
requirements. First, if you cannot 
work very hard and continuously 
for long hours, forget advertising. 
Become a client or something. Every 
good adman I know works like a 
horse. . +. continued on page 8 
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New data on CAMPCO 
packaging sheet and film 


For light, strong colorful, vac- 
STYREN uum formed packaging. 
Make good products more attractive, hold 
snugly, protect from handling and shipping 
damage. Practical and inexpensive. 

Campco S-540—rubber modified rigid alloy. 
High impact strength and dimensional sta- 
bility. Low moisture absorption, good heat re- 
sistance. Excellent formability, uniform thick- 
nesses. Gauges .010” to .187” stock or custom 


FTA A-13-Cellulose Acetate— 
AC strong and tough for blister 
packs, skin packages and wraps, squeeze con- 
tainers. Vacuum or pressure form. Machines 
well. In gauges .003” to .060” transparent, trans- 
lucent, opaque, clear and colors. Stock or cus- 
tom sheet and rolls. 

B-120 Cellulose Butyrate—exceptional 
strength in thin sections. Ideal for blister packs, 
signs, displays. Vacuum or pressure form, cut, 
blank, stamp, stitch, drill, punch. Cement or 
heat pressure weld. Easy to decorate by either 
lacquer or silk screening. In gauges .003” to 
.125” transparent, translucent or opaque, clear 
and colors, stock or custom sheet and rolls. 


0 YET YLENE Perfect for produce, 
p [ H dairy and meat pack- 
aging, overwraps for frozen foods, baked goods, 
tobacco products, cereals, knitware, textiles. 
Can be economically printed with clear bright 
colors, for sharp registration, good ink adhesion. 

PE-200 Linear Polyethylene—rigid, tough, 
chemical resistant. Forms, machines, welds. 


The range of Campco in packaging applications is 
almost without limit. We would like to work with you in 
making the best use of these versatile materials. Write or 
phone today. 


NOTE Campco PP-300 Polypropylene and Campco Tripoly- 
mer Styrene are also available for packaging applications. 


sheets. Colors, translucent or opaque. 

Campco S-300—similar to S-540 but with 
greater rigidity. Good impact strength. 

Available in three finishes: MM, mat finish 
both sides; PM, polished smooth surface one 
side, mat on other; GM, high gloss finish one 
side, mat on other. Adaptable for printing by 
letterpress, off-set, silk screen. Easy to paint, 
emboss or apply decal transfers to. 


NYLO N-106 Nylon—ideal for packaging 

of cosmetics, perfumes, meats, but- 
ter, cheese, fats, oils, waxes, etc. Has excellent 
chemical resistance, particularly with petro- 
leum oils, fats, acids and soaps. Also excellent 
abrasive resistance. Can be fabricated by con- 
ventional heat forming techniques (vacuum, 
drape and pressure), machine stamped and die 
cut. Possesses higher melt viscosity and wider 
molten range than the common nylons. This 
permits easy forming of large surface area 
packages, also provides for greater control of 
forming process. Available in extra wide sheet 
widths from 20” to 40’, gauges from .005” to 
-060”. Also stock rolls 36” wide. Unlimited colors. 


Gauges .015” to .125” custom sheet and rolls. 
In both Ziegler and Phillips types. 

PE-100 Low Density Polyethylene—low melt 
viscosity, excellent chemical and heat resist- 
ance. Stable under humidity changes. Vacuum 
form. Processes rapidly. In gauges .015” to 
.125” gloss finish, custom sheet and rolls. 


CAMPCO SHEET AND FILM 


Division of 

Chicago Molded Products Corp. 
2713 Normandy Avenue 

Chicago 36, Illinois 
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PRIDE 
IS THE DIFFERENCE 


Atlantic 
Mimeo Bond 


Genuinely watermarked with 
name and substance weight. 
A quality impression paper 
made for high-speed presses 
and office reproduction ma- 
chines. Has excellent ink re- 
ceptivity, yet is quick drying. 

Controlled surface charac- 
teristics give you sharp, clear 
copies without offsetting. 


White in three weights (16, 
20, 24). Six colors available 
in two weights (16, 20). 


Ask your Franchised 
EASTERN Merchant for 
samples. Or write direct. 


EASTERN 
sy 
E 


EXCELLENCE 
1N FINE PAPERS 


EASTERN 


EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION 


BANGOR, MAINE 
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> “Also, if you are a fellow who 
works for money and money only, 
stay out of advertising. You will 
never be very good, so you'll not 
likely make much money, anyway. 
You must love advertising — be 
dedicated to it — if you would be 
outstanding. Money cannot buy 
dedication. 

“You will also need courage — 
lots of it. Advertising has a vora- 
cious appetite for new ideas, new 
thinking. It takes courage to do 
original thinking, and more courage 
to sell, defend and implement origi- 
nal thought. 

“More than anything else, you 
need integrity. The day of the 
sharp operator is over. We still have 
a few left, but they are losing out to 
the honest people in advertising.” 


Profitless Profits . . Then there 
was the excellent luncheon speech 
at a recent Mail Order Workshop in 
Chicago, sponsored by the Direct 
Mail Advertising Assn. The man on 
the platform was Edward A. Myers, 
president of that unique outfit down 
in Damariscotta, Maine, which ships 
lobsters and clams to landlubbers 
across the country — Saltwater 
Farm. 

Ed Myers not only introduced the 
audience to some of the finer points 
of lobster “farming,” but he made 
some very pointed statements about 
the way the Post Office Department 
juggles figures. “One way of judging 
a public official,” he said, “is to con- 
sider whether you'd hire him. It also 
gives you a feeling of power if you 
want to do some daydreaming. 

“So you do and one day this em- 
ploye comes in and says, ‘Say, Chief, 
I've got it figured. Let’s embargo 
this third class line we’ve got. Let’s 
just take it off the market for three 
months. We'll save some money.’ 

“ “How much,’ you say. 

“‘Oh, about 39-million.’ 

“*As much as that,’ says you. I’d 
never have thought it. Got the same 
overhead, same crew, same trucks, 
same buildings and all that — and 
that third class line is delivered by 
the manufacturer all ready to go. 
Remarkable. 

“*Well, that’s the way it figures 
out, Chief. Thirty-nine million sav- 
ing.’ 

“*But before we go ahead with it, 
what’s the reduction in sales?’ 

“Oh, Chief, not enough to bother. 
A mere bagatelle — 91-million. No 
sense to think about that — it’s the 
saving that’s important.’ 

“ *By the way,’ you say, “how you 
coming on that new price list?’ 

“*Fine, Chief. Going to put prices 
up all along the line. I read that 
Postal Policy Act thing that the 
board of directors rammed through, 


but they’re just a bunch of fogies 
elected by the stockholders, so I 
didn’t think we’d pay any attention 
to it. Why, if we went along with 
that, we might have to reduce prices 
and do more business. Forget it. 
My idea is to price things right out 
of the market, and then you and I 
can get some peace around here.’” 


> Lobsterman Meyers also- had a 
few interesting things to say about 
the role of direct mail in today’s 
total picture. “For the age of con- 
formity and mass distribution,” he 
pointed out, “we have the mass me- 
dia to match—in Life, Reader’s Di- 
gest, the Use-Tested magazine, and, 
of course, TV Guide. These and the 
supermarkets and the shopping cen- 
ters and the millions all looking at 
the same western or hearing the 
same joke at the same electronic 
instant coast-to-coast are the mar- 
vels of progress, all right, and at 
the same time the makers of molds, 
the makers of conformity. To a 
point that even being a supposedly 
non-conformist beatnik becomes a 
model of conformity from Berlin to 
London to San Francisco’s Zen 
joints. 

“The contrast to this faceless con- 
formity of the mass media is, of all 
things, direct mail. The products 
and services which it offers ought 
not to be in general distribution. 
They must be at least a cut above 
the ordinary. They must appeal to 
the limited number of people whose 
non-conformity is innovation and 
initiative in the best sense. This is 
the lasting value of direct mail, 
with its highly selective techniques, 
which will always set it apart from 
mass media.” 

Mr. Meyers added, with empha- 
sis, “We are looking for uncom- 
mon denominators.” 


A New Service .. We're happy to 
report that we have just added a 
new service in the form of a pre- 
print of next year’s Promotion Al- 
manac columns. All major 1960 pro- 
motional events thus far reported, 
have been assembled in a handy 
6x9’ reference manual, which is 
now available from AR’s Reprint 
Editor for $1 (quantity discounts 
available). 

Associate Editor Bette Macon has 
worked many months developing 
what we believe to be the most 
complete listing of promotional 
events for an entire year ever made 
available at such an early date. We 
will, of course, continue to present 
our monthly columns on _ the 
regular three-months-in-advance 
schedule, adding any new promo- 
tional events that are reported. (See 
page 26 for additional details.) 4‘ 





PRIDE IS A DAUGHTER. Watching her put aside dungarees for an evening 


dress, mocassins for high heels. Pride. The ingredient that makes a man want 


more for his family, demand more from himself. Pride. The mark of fine printers. 
The mark of Atlantic fine papers. 


EASTERN 


Cover - Bond - Opaque - Offset - Ledger - Mimeo - Duplicator - Transiucent At lant ic 


EASTERN FINE PAPER AND PULP DIVISION - STANDARD PACKAGING CORPORATION - BANGOR, MAINE 
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Slide-O-Film Award 

Sponsored by Charles Beseler Co., 218 
South 18th St., East Orange, N.J. Open 
to anyone in business, industry or sci- 
ence who submits the best new indus- 
trial use of Slide-O-Film. Winner re- 
ceives a trip to Brussels and Paris. 
Winning entry will be selected by a 
panel of three leading photographic ex- 
perts. 

Closes Oct. 30, 1959 


Window Displays 

Sponsored by Paper Stationery & Tab- 
let Mfrs. Assn. Inc., 444 Madison Av.. 
New York 22. Open to all retailers dis- 
playing posters, stationery, and other 
related items during National Letter 
Writing Week, Oct. 4 to 10. Each dis- 
play must include at least one official 
poster. Each entry must include a 
photograph (5x7” or larger) of the win- 
dow display and a brief description of 
the display’s effectiveness. 

Closes Nov. 10, 1959 


Building Promotions 

Sponsored by The Practical Builder. 5 
S. Wabash, Chicago. Competition is di- 
vided into 3 groups open to anyone ac- 
tively engaged in the building and sell- 
ing of homes in 1959, except “Oscar” 
winners of the 1958 competition and em- 
ployes of Industrial Publications Inc. 
Each entry must include a display of 
samples of all promotional materials, 
and a statement describing the program. 

Closes Nov. 30, 1959 


Ad Music Contest 

Sponsored by The American Music Con- 
ference, 332 South Michigan, Chicago. 
Open to any musical advertising used 
in campaigns for non-musical products 
and services. No music advertisements 
used for musical instruments or serv- 
ices are eligible. Awards are based on 
the most effective use of music as a 
theme in advertising. 

Closes Jan. 21, 1960 


Cer Card Awards 

Sponsored by Natl. Assn. of Transporta- 
tion Advertising Inc., 10 E. 43rd St.. 
New York 17. Monthly competition 
open to advertisers, agencies and graph- 
ic arts leaders for best car card of the 
month. Winning entry will be picked 
from a different city each month from 
among car cards submitted by NATA 
members, agencies and _ advertisers 
throughout the country. Best of monthly 
winners will receive award for the out- 
standing car card of the year. 

Closes monthly 


Printing 
Sponsored by Peninsular Paper Co., 
Ypsilanti, Mich. Entries may be sub- 
mitted by paper merchant or sent to 
Peninsular Contest, P. O. Box 2256, 
Detroit. Open to advertisers, agencies 
and printers for any job printed on 
Peninsular cover or text stock. Each 
month three winners will receive 
awards. 
Closes last day of each month 





upermarket 
Selection 


AMERICA’S COMPLETE 
CUSTOM BINDER LINE 


One call from your Heinn salesman, and you'll see 
the widest selection of styles, colors, sizes, materials 
and finishes available today. Whether you buy the 
best or buy on budget, Heinn designs binders uniquely 
tailored to your sales needs. Heinn helps you create 
a lasting good impression on your prospects, helps 
organize your sales binders and catalogs for peak 
sales-clinching efficiency. 


CHOOSE CUSTOM BINDERS IN... 
LEATHER 
BUCKRAM 
VINYL 
HEINNCO 


CLIP AND MAIL Yes, we're interested in Heinn's special services and | 
THIS COUPON: fast production. Send information on: Sietatiie | 


Quantities 


The [_] SALESMEN'S BINDERS 
[_] DEALER BINDERS 
[_] MANUAL COVERS 
[_] HEINN INDEXES 


NAME 


COMPANY TITLE... 


Sales Zone 5-J FIRM 
326 West Florida Street ADDRESS.. 


Milwaukee 4, Wisconsin CITY, STATE........ 
404) 


= CHT, SATE 
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RESPONSE 


Ae, 


sealer: 
OUTSERT»>o 
folders 


... Attached to consumer-goods 
packages. That's the record of 
a recent consumer mail-in pro- 
motion by one of America’s 
largest advertisers. Many other 
firms have written similar (even 
higher) returns with OUT- 
SERT Folders. 


Your OUTSERTS provide 
point-of-sale advertising on the 
package, point-of-use follow- 
through in the customer’s home 
. . » Ideal for product-use copy, 
recipes, cross-advertising for 
other products, instructions, 
premium offers and consumer 
contests. 


Write for descriptive booklet, 
samples and information on 
how OUTSERTS can sell for 
you, 


OUTSERTS, INC. 


A Division of 
EUREKA SPECIALTY PRINTING CO. 


SCRANTON 3, PA, 


‘TM Beg. OUTEERTS U & Por On. 
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You 


I SOLVED It 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ApvERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Layout Time Lessened 


| With Improvised Tool 


I find layout time is lessened 
considerably through the use of a 
simple tool improvised from a 
draftsman’s triangle. Along the edge 
of one leg I fastened a scale show- 


| ing point sizes of common body 
| types, such as 8-point solid, 8 on 10, 
| 10-point solid, and 10 on 12. 


On the opposite leg I fastened a 


| scale for 1l-em and 12-em columns. 


Using this triangle with a tee square 
saves a lot of time otherwise spent 
in making the tedious measure- 


| ments necessary to represent body 


copy accurately. 

A strip of clear, acetate tape— 
burnished down over both scales— 
gives the tool years of useful life. 

Don KIRKENDALL 

Advertising Manager, Interstate 

Electronic Supply Corp., Wichita, 

Kan. 


Follow-Up Mailings 
Given Friendly Touch 


One of the problems we faced in 


| our follow-up mailings was request- 


ing a reply without sounding de- 


| manding. 


We solved this by having a rub- 


| ber stamp made with a cute bird on 


it. Copy accompanying it is as fol- 


| lows: 


“Just a Friendly Reminder” 
Your reply will be much appreci- 
ated. 

Thank you.” 


Just A Friendly Reminder 


Your reply will be much appreciated. 
Thank you. 


We reasoned that the humorous 


| approach would make the recipient 


more apt to stop long enough to 
send us a reply, and at the same 
time soften our apparent pressing 


| for a reply. 


The stamp is put in a conspicuous 


spot on the follow-up letter at the 
time of mailing. 
NATHAN S. MAssION 
Art Director, Western Grower & 
Shipper, Los Angeles 


Single Edge Blades Saved 
and Saved and Saved 


The life of a single edge razor 
blade can be lengthened consider- 
ably with the following method: 

Cut a slot in the head of a %” 
long lag screw—or other square or 
hex head screw—with a hack saw. 
Fasten the modified screw to the 
edge of the stripping table or art- 
ist’s board. 

Now, to use, you simply insert 
the edge of the razor blade into 
the slot. A slight twist and you have 
broken off the dull corner of the 
blade. This can be repeated at both 
ends of the blade. 

FRANK J. PRINCE 

Publications and Industrial Press 

Dept., Allis-Chalmers Mfg. Co., 

Milwaukee 


Mimeographed Pieces Fill 
Planned Printing Gap 


Often, in my position as adver- 
tising head of a national business, I 
found myself involved in various 
plans and projects which needed 
explanations to salesmen, agents 
and customers. 

These subjects were too tempo- 
rary in nature, or too subject to 
change, to warrant coverage in our 
printed literature. I found myself 
dictating long and detailed letters 
on these subjects and frequently re- 
peating myself. 

Finally, I wrote up “Quick Facts” 
and “Information Bulletin,” and had 
them mimeographed. Among the 
subjects covered were: “Here’s How 
Our Cooperative Advertising Plan 
Works,” or “This is What You Do 
To Enter Our Dealer Contest,” and 





FAMOUS LAST WORDS (No. 9) 


"OUR PRODUCT WILL SELL ITSELF /" 


—$ << 
=| INTE! 


..- OR WILL IT? 


The mere operation of your machine won't move the 
buyer to reach for his order pad. 

To sell the prospective buyer, you’ve got to demonstrate 
dramatically, effectively, the “reasons why” he should con- 
sider your product over a competitive brand. The buyer 
won't take the time and trouble to discover these reasons 
for himself. 

Pointing out and dramatizing uniqueness, special features, 
special applications of a product can be accomplished in 
many ways. 

For example in the recent American Mining Congress 
Show in Cleveland, for which we built 14 exhibits, we em- 
ployed twin-girl demonstrators to get across a twin-engine 
feature of a large tractor—a 16 mm. cinemascope color ani- 


mated cartoon film to illustrate product applications—true- 
to-scale models—color—animation—sound devices—cut- 
aways—animated flow charts and other techniques. 

These and similar exhibit properties add drama, interest, 
impact to your exhibit—move the show visitor toward spe- 
cific action and acceptance of your product. 

We'll be glad to suggest demonstration techniques that 
will focus attention to and stress your products’ strong points. 


Pog mes 
WRITE FOR new folder entitled “Sales Pro- Sy 
ducing Exhibits.” This contains illustrations ay 
and detailed explanations of many product 

demonstration techniques that have been suc- 

cessfully used by GRS&W clients. 


corRs3eaw =: 


GARDNER, ROBINSON, STIERHEIM & WEIS, INC. © 5875 Centre Avenue, Pittsburgh 6, Pennsylvania 


October 1959 + QB 13 





14 


A special AR report... 


WHAT'S NEW in 
the GRAPHIC ARTS 


For the first time in nine years, the American printing indus- 
try is being treated to a major graphic arts exposition. And to 
celebrate the occasion, many manufacturers are introducing 
completely new items of equipment 
to be revolutionary in nature. 

With 14 major graphic arts associations holding their annual 
conventions in conjunction with the big graphic arts show in 
New York, AR will have a full staff on hand to interview leading 
experts and carefully study just what the new developments 
mean to our readers the country’s major printing buyers. 

As the only national publication regularly covering all 
phases of the graphic arts from the buyer's standpoint, AR’s de- 
tailed report on the big events New York will be based on more 
than just press releases and a quick look at all of the big exposi- 
tion displays. Trading on AR’s daily contact with the entire 
graphic arts field, our editors will prepare a detailed report on 
just what the new methods will mean to those who buy printing 
for advertising and sales promotion purposes 

Don't miss this all-important first-hand repdért on “What's 
New in the Graphic Arts,” appearing in the November AR 


some of them reported 


-_a- October 1959 


“Things you Will Want To Know 
About Our New Dairy Orange.” 

By doing this, I not only saved 
much time, effort, and expense, but 
presented factual information in a 
more readable and usable fashion. 

I also could then restrict my dic- 
tation to personal situations and ap- 
plications. 


FRANK W. Gray 
Los Angeles 


Follow-Up Idea Eliminates 
Second Letter Typing 


Follow-up copies of original 
letters can be quite effective in 
prompting answers without the ne- 
cessity of retyping the letter or re- 
phrasing your original request. 

This is best done by making an 
extra carbon copy as the original is 
typed. This extra carbon copy is 
done on a sheet with a special but 
effective heading. 

At the top, instead of the usual 
company letterhead, we have stencil 
duplicated “We’ve been looking for 
your reply to the original of this 
letter.” Our company name with the 
address also appears there. 

If a reply is not received in a rea- 
sonable time, this copy is mailed to 
the originally addressed party. Only 
the typing of an envelope is re- 
quired, keeping the cost at practi- 
cally nothing. 


Ep Warp 
Whittier, Calif. 


Finds Aid to Shading 
Without Risking Art 


I find that when I have an inked 
drawing and I am not quite sure 
how it should be shaded, a sheet of 
cellophane can ease my problem. 

By laying the sheet over the 
inked drawing, I can try out the dif- 
ferent ideas I may have in the shad- 
ing without risking the original 
drawing. When I’ve found just what 
I want, I then can ink it directly on 
the original drawing. 

RoNALD Morin 

Advertising Dept., Pako Corp. 

Minneapolis 


Artist Finds New Use 
For Squeeze Bottles 


Don’t throw away those used 
plastic squeeze bottles with pinhole 
tops! Refilled with water, they make 
very handy dispensers for con- 
trolled dilution of all water soluble 
paints and inks. 


Jack BECKER 
New York 








Rising’s new Line Marque 


A delicate new shade for this classic sheet 


Rising introduces yet another facet of elegant expression to those 
who appreciate the importance of fine paper at its best. The incomparable laid antique finish 
of Rising’s Line Marque preserves the rich quality of the finest Old World 
hand-made paper in a sheet produced to the most critical modern paper making standards. This 
extraordinary writing and letterhead paper is available in 
Petal Pink, White, Aqua Blue, Dove Gray, Antique Ivory and Colonial Green, 
Substances 20 and 24 (25% Cotton Fiber). 
Matching envelopes, in all colors, are available from Old Colony Envelope Company. 


Rising PAPER COMPANY, HOUSATONIC, MASSACHUSETTS 


Makers of Rising Parchment (100% C¥* Bond) + Rising Bond and Opaque Bond (25% CF) + Line Marque (25% 
CF Writing) + No. 1 Index (100% CF) * Hillsdale Wedding and Bristol (25% CF) + Platinum Paper and Bristol 
(25% CF) + Winsted Wedding and Bristol » Winsted Glo-Brite Vellum, Bristol, Text and Cover * and Technical Papers 


PRINTED ON RISING'S PETAL PINK LINE MARQUE, SUBSTANCE 20 *Cotton Fiber 
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Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 


SEPTEMBER 


27-29 . . . National Fibre Can & Tube 
A4ssn., The Broadmoor, Colorado Springs, 
Colo. 


28-30 . . . Business and Corporate Gift 
Show, Trade Show Building, New York. 


29-Oct. 2. . . Industrial Film & Audio- 
Visual Exhibition, Trade Show Bldg., New 
York 


OCTOBER 


3-11... Intl. Show & Congress of Print- 
ing, Publishing & Paper Industry, Fair 
Grounds, Milan, Italy 


5-9 . . . Society of Motion Picture & TV 
Engineers, Fontainebleau, Miami Beach, 


Fla. 


14-16 . . . Point-of-Purchase Advertising 
Institute, Statler, Washington 


18-21 . . . American Photoengravers 
4ssn., Statler Hilton, Dallas, Tex. 


22-23 . . . Audit Bureau of Circulations, 
Drake, Chicago 


25-28 .. . Natl. Flexible Packaging Assn., 
Greenbrier, White Sulphur Springs, W. 
Va. 

30-Nov. 1. . . Screen Process Printing 
Assn., Statler Hilton, New York 
NOVEMBER 


2-4 . . . Broadcasters’ Promotion Assn.. 
Warwick, Philadelphia 

3-5 ... Eighth Canadian Natl. Packaging 
Exposition, Packaging Assn. of Canada, 
Automotive Bldg., Exhibition Grounds, 
Toronto 


16-18 . . . Packaging Institute, Natl. 
Packaging Forum, Statler, New York 


AGr-oees” 


It doesn’t look good, . . . or does it? 
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ORDINARY SHEET J 
PROTECTORS 


Sheet protectors of MYLAR’ 
reduce bulk 35%”... 
cut replacement costs 


You get up to 35% more sheets in a ring binder by using 
sheet protectors of tough, thin Du Pont “‘Mylar’’* poly- 
ester film. Salesmen have less bulk and weight to carry 
. . . less filing space is required. 

Sheet protectors of “Mylar” are tough, long-lasting. 
‘“‘Pull-out” problems at the ring holes are eliminated .. . 
replacement costs are cut . . . sparkling-clear “‘Mylar” 
won’t yellow or become brittle with age. 

Ask your supplier today for sheet protectors made with 
‘Mylar’! For information on other stationery items made 
with “‘Mylar’’, write Du Pont, Film Dept., Room AR-10, 
Wilmington 98, Delaware. 


® REINFORCED SHEETS ®@ CARBON RIBBON 
® INDEX-CARD HOLDERS ® LAMINATE FILM 


**Mylar” is Du Pont’s registered trademark for its polyester film. Du Pont 
manufactures the base material “*Mylar’’—not finished sheet protectors. 


DU PONT 


— MYLAR 


BETTER THINGS FOR BETTER LIVING POLYESTER FILM 


. .» THROUGH CHEMISTRY 
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“So Easy When You Use... “ 


Recent, rapid riser to national 
minence is Lestoil all-purpose 
pans > wy oe Gotergost, pres a of 
Leta Ine olyoke, To 
tie in Shi Ge cottpantin AY spot 
saturation, Charlie Ognibene, 
Prod. ange of their agency. 
Jackson Associates, planned 
nt-of-purchase i Foam 
ting with with mal Rich, Pres. 
oa R me Lithesraph. & in Chicopee 
colorful, nil 
jan dh piece, backed with heavy 
duty Kleen-Stik tape. To 
hrase the well-known Les 
ingle, ““Use it as a shelf-strip . 
use it on the wall. -+ peel and press 
it anyplace at ali . 
when you use Kleen-Stik! id 


The World’s Most Versatile 
SHEN a UCR a: 


1934-1959 + 25 YEARS OF PRESSURE-SENSITIVE PROGRESS 


6S6I-vEGT 


IDEA NO. 158 
Sales-Stimulatin’ Stallion 


As part of the giant motion to 
introduce their 1959 “Sweptline 
Stallion” Trucks, Dodge Division 
of Chrysler Corp. had 2500 of the 
new trucks driving all over the na- 
tion! For identification, each wore 
two of these handsome black-and- 
gold signs, printed on Kleen-Stik 
**Flex-Stik’’ — the rubber-impreg- 
nated eometiebing 2 stock that resists 
sun, rain, oil and abrasion. This 
elegant attention-getter was con- 
ceived by Don Maddock, Dodge’s 
Truck Promotion Mgr. and attrac- 
tively executed by Herb Aronsson 
of Aronsson Printing Co., Detroit. 


There’s less toil to selling 
when you use Kleen-Stik 
P. O. P. displays. So sto 
**horsing”’ around and thin 
up a Kleen-Stik idea right 
away! Better still, see your 
printer, lithographer, or silk 
screener he has a truck-load 
to show you. 


SSIUYDOUd FBAILISNIS-3YNSSIUd 10 SUVIA SZ 
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READERS 


Another First with Holes 


@ I read with interest your story 
“Editors on Wheels” (May). In the 
story, you mentioned that Chilton 
Co. was hailing this unit as “the 
first mobile editorial office ever put 
on the road by a business maga- 
zine.” 

In the mid-’30s, when I was on 
the editorial staff of the Geyer Pub- 
lications (now Geyer-McAllister) 
here in New York, we had a publi- 
cation called Sports Age. The editor, 
Ames Castle, traveled about the 
country in a trailer, performing the 
same type of work to which your 
story has reference. While the trail- 
er was not quite as elaborate as the 
one the Chilton Co. now has, it does 
point up the existence of a mobile 
unit used by a business magazine. 

I do not know if Sports Age is 
still using a trailer, since Geyer- 
McAllister no longer publishes the 
magazine. It has been a Donnelley 
publication since 1938. 

Atrrep E. GALi 

Production Director, ACS Publi- 

cations, Reinhold Publishing 

Corp., New York 


(Won’t anybody ever let us have a 
first? ... Ed.) 


Leaps and Bounds 


© I want to compliment you on 
your article “Sales Promotion 
Comes of Age” (AR, June). 

As the operator of a small agency 
which has specialized in the sales 
promotion field, I can assure you 
that an article of this type warms 
my heart. 

I think that sales promotion is a 
field that is growing by leaps and 
bounds, and that its stature will in- 
crease rapidly over the next year 
or two. 

Hat Sanpy 

Hal Sandy Inc., Kansas City, Mo. 


Beware the Lethal Spud 


@ Please note the attached article 
which was on page 8 of your June 
issue (a report on Joe Cossman’s 
spud gun in Editor’s Notebook.). 

I am an advertising woman but I 


am also a mother, and it would ap- 
pear to me you are encouraging 
homicide, junior grade. 
SHIRLEY MALCOLMSON 
Advertising Manager, Durkee- 
Atwood Co., Minneapolis 


(It seems every time we write with 
tongue in cheek, somebody steps on 
our toes, and that isn’t very com- 
fortable. We understand the Spud 
Gun is actually harmless, but our 
main point was to comment on the 
effectiveness of its promotion .. . 


Ed.) 


interest & Wonder 


e I want to take this opportunity to 
express my sincere appreciation for 
the tremendous job you are doing 
and have been doing to keep your 
readers up-to-date on new trends 
in advertising production. 

Since your first issue, I have gone 
through every issue from cover to 
cover. I have received a wealth of 
information which has helped me 
bring forth new ideas to our ac- 
counts. Every article, editorial and 
story has been consumed with in- 
terest and wonder. 

Of all the advertising trade pub- 
lications on the market today, I gain 
more enjoyment, interest, knowl- 
edge and satisfaction from ApvER- 
TISING REQUIREMENTS than any other. 

SEYMOUR WASSERMAN 

Secy.-Treas., Seymour Charles, 

Advertising Newark, N. J. 


(Thank you indeed, Mr. Wasser- 
man. The glow you see when you 
look westward from Newark is our 
blush of appreciation. . . Ed.) 


Sombody’s Mixed Up 


@ Referring to the cartoon on page 
15 of your May issue, if the i’s and 
e’s ari swetchid, shouldn’t the cap- 
tion read “Es thes thi casi whiri thi 
e’s and i’s ari swetchid” or were 
they swetchid in the first place? 
A. Puccini 
Ciba Pharmaceutical Products, 
Summit, N. J. 


(You've got us. Why not ask man 
who draws cartoons? . . . Ed—not 


Id.) 
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The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
—that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests ... Ed. 


Chips and Dogs 


® First, I am seeking a printing 
source for paint chips. A local paint 
manufacturer wishes to get out a 
folder in which would be mounted 
sample chips, eight colors in all. I 
believe there must be specialty 
houses which produce and mount 
these chips mechanically. 

Second, I am anxious to secure 
8x10 color photographs of dogs, pref- 
erably cockers or hunting dogs, 
Irish or English setters. These photos 
would be mounted on a card. I do 
not wish people in these pictures. 

Tom O’Brien 

Tom O’Brien & Associates, Lan- 

sing, Mich. 


(A list of color chip specialists and 
another of stock photo sources, went 
out to Lansing .. . Ed.) 


Invisible Printing 


® Would you happen to know a 
source for “invisible printing”? We 
have in mind cards or paper which, 
when dipped in water, show a mes- 
sage not apparent when the stock is 
dry. 
Don RAayMorE 
Wisconsin Advertising Service, 


Milwaukee 


(List of sources sent . . 


. Ed.) 


Cold Type 


@e I am interested in obtaining a 
copy of the article by Robert B. 
Konikow on cold type that appeared 
in your July issue. In it he gives 
details of four main categories of 
cold type: handlettering, template 


lettering, paste-up or preprinted 
lettering and photographic lettering. 
Would it be possible for you to for- 
ward a copy of this to me? 
CATHERINE Hascu 
Cross Reference Dictionary, Lin- 
coln, Neb. 


(Our supply of tearsheets of this 
article has been exhausted, as hap- 
pens frequently. We can, however, 
supply reproductions for a $1 serv- 
ice charge ... Ed.) 


Antique Maps 


® One of our clients requires four 
antique maps in 5,000 quantities. 
They should be in full color, and 
have sea monsters, dragons, etc., 
which apparently existed in the 15th 
century. 

Can you send us the names of a 
few specialty houses who might be 
a reliable source of supply? 

Buiaine A. GUTHRIE JR. 

Account Executive, Madison Ad- 

vertising Agency, Louisville, Ky. 


(Oh, for the good old days of the 
15th century! Several specialists in 
monsters sent .. . Ed.) 


Heat Motors 


@ Please send any information and/ 
or the names of manufacturers of 
lamp operated heat motors. 


J. M. Forsetu 
President, Forseth Inc., St. Paul 


JANUARY, 1960 


Jan. 1 
New Year's Day 


Jan. 1-Feb. 29 
Let's Cook Up a Cook-In . . . spon- 
sored by American Dairy Assn., 20 N. 
Wacker Dr., Chicago 6 
Louisiana Yam Supper Season . . . spon- 
sored by Louisiana Yam Industry, P.O. 
Box 132, Opelousas, La. 
Hot Chocolate Milk Time . . . spon- 
sored by Chocolate Milk Foundation, 
39S. LaSalle, Chicago 3 


Jan. 1-31 
Wheat Bread Sales Month . . . sponsored 
by Natl. Bread Sales Month, 111 N. 
Marion St., Oak Park, Ill. 


National Colorado Beef Month . . 


. spon- 





MARKING 


GLASS? 


Blaisdell markers 
do the trick 


CHINA-MARKER 


Unsurpassed for bold, bright 
marking on all surfaces. Strong 
and durable—adheres firmly—14 
vivid colors. 


OMNIMARK-—tThinner diam- 


eter lead for fine line marking. 


DU-ALL 


MECHANICAL PENCIL 


Convenient propel-repel action. 
8 brilliant, all purpose leads with 
barrels to match. 


AT BETTER STATIONERS EVERYWHERE 


Test the marker that suits your needs. Send 
for sample naming this publication 


blaisdel _ 


PENCIL COMPANY 


BETHAYRES, PA. 
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This is a selected list of currently available reprints of AR articles. A complete 
list ran in the June, 1959, issue. Uniess another price is given, each sells for 
25¢. in lots of 10 of any single reprint, the price is 20¢ each; lots of 50 or 
more, 15¢ each; lots of 100 or more, 12'/2¢ each. Order by number from 
Reprint Editor, Advertising Requirements, 200 E. Iilinois St., Chicago 11. Please 
enclose payment if your order is under $2. 


New This Month 


280 100 Suggestions for Exhibitors 
A checklist of helpful hints for conventions and trade shows 


279 Report of the 1959 Sales Promotion Executives Assn. (50c) 
Sales Promotion Comes of Age — by Dick Hodgson 
What is a Sales Promotion Executive — by Vernon C. Myers 
Sales Promotion in the Field — by Joe Norton 
Nine Ways to Get Sales Promotion Ideas — by Fred Ziegler 


and other highlights from the convertion program 
278 The Johnson Story (50c) 


Three articles examine the sales promotion activity of 
this leading manufacturer of outboard motors 


Exhibits 
309 105 Ulcer Reducers for Exhibitors 
A Best of AR feature, this is a practical checklist for exhibit users 
265 The Magic City 
A Georgia bank devised an unusual exhibit in a trailer to tell its story 
192 Exhibit Photos — How to Put Them to Work 


How a number of exhibitors use photos of their trade shows 
191 How to Get More from Your Trade Show Dollars — by William S$. Orkin 


Tips on building traffic and planning follow-through for your exhibits 
178 The Growing importance of Fairs as an Advertising Medium — by James Joseph 


Fairs have become a product showcase and a selling place 
146 How to Get the Most Benefit from Trade Shows 


Excerpts from Montsanto’s exhibit manual gives many practical hints 


Miscellaneous 
301 A Basic Guide for Paper Buyers 


The Best of AR tells what the adman must know about paper 
276 The Big Three Mail Order Catalogs — by Robert B. Konikow (50c) 


A 3-part series which takes you behind the scenes at Sears, Wards & Spiegel 
266 An inside Look at Worthington’s Trademark Thinking 


A presentation for its own staff tells the story behind a new trademark 
218 Ten Rules for Believable Testimonials 


How to get the most value from a personal endorsement of your product 
203 Emblems — by Robert M. Marks 


A practical guide to the development of an emblem identification program 
202 How | Solved it ($1) 
64-page book containing over 125 selected ‘‘How | Solved It’’ items from AR readers 
201 Advertising Copyrights —— by Robert J. Burton ($1) 


Copyright protection for graphic arts—a compilation of ten AR articles 
151 Coler in Advertising — by Faber Birren 


An expert outlines the best colors for advertising 


Packaging 
306 A Basic Guide to Packaging 
What packages should do for sales, and what materials to use 


275 A Guide te Card Packaging — by Dr. John A. Keenan 
An expert describes the kinds of skin or blister pack and how they work 
270 How to Work with a Package Designer — by Robert Sidney Dickens 


A designer's device on how to get along with these specialists 
269 How Women Feel About Food Packaging — by Bette Macon 


A report of a panel discussion at which some women shocked the experts 
264 Do Multi-Packs Boost Volume? — by Richard E. Reed 


A report on a carefully-controlied test which measured effects of multiple packing 
258 Twenty-nine Ways to Measure Packaging Effectiveness — by George J. Bevans 


A package engineer presents a yardstick of 29 questions 


Point-of-Purchase 


A Best d 
263 Why an Agency Opened its Own Supermarket — by Kenneth R. MacDonald 


The reasons behind the store run by Cunningham & Walsh 
259 Are You Wasting Your Point-of-Purchase — by A. R. Menzies 


A report on how 24,000 grocery stores use p.o.p. material 
253 How to Merchandise ROP Color — by Mark Cox 


How Wilson & Co. uses its full-color newspaper ads 
252 What's in the Future for Point-of-Purchase? — by Les Gallagher 


An adman reports the effects of the changing market place on p.o.p 
242 Twelve Ways to Save Money on P.O.P. — by Jack A. Wichert 


Money-saving ideas from a practical producer 


Television & Radio 
308 A Basic Guide to Television Commercials 


The Best of AR Series covers the problems of the tv commercial 


255 Art Production for Television — by Dolph Franklin 
Tips on saving money when getting artwork ready for tv 
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sored by livestock Div., Colorado Ad- 
vertising and Publicity, State Capitol, 
Denver 2 
United Cerebral Palsy Month . . . spon- 
sored by United Cerebral Palsy Assns. 
Inc., 321 W. 44th St., New York 36 
Super Market Month . . . sponsored by 
McCall's, 230 Park Av., New York 17 
Break-a-Cold Month . . . sponsored by 
Church & Dwight Baking Soda, 70 Pine 
St., New York 

Jan. 2-31 
The New March of Dimes . . . sponsored 
by The National Foundation, 800 Sec- 
ond Av., New York 17 

Jan. 3 
Alaska Statehood Day 

Jan. 4-15 
Large Economy Size Promotion ‘ 
sponsored by Chain Store Age, 2 Park 
Av., New York 16 

Jan. 11-16 
Civil Service Week sponsored by 
American Federation of Government 
Employes, 900 F St., NW, Washington 
4 

Jan. 15-16 
Ten Outstanding Young Men of the 
Country . . . sponsored by U. S. Junior 
Chamber of Commerce, 21st & Main 
Sts., Tulsa, Okla. 

Jan. 17-23 
International Printing Week . . . spon- 
sored by Intl. Assn. Printing House 
Craftsmen, c/o Gerald L. Flood, 704 
Santa Monica Blvd., Santa Monica, Cal. 
Jaycee Week sponsored by U. S. 
Junior Chamber of Commerce, 2st & 
Main Sts., Tulsa, Okla. 
National Franklin Thrift Observance .. . 
sponsored by Natl. Thrift Committee, 
121 W. Wacker Dr., Chicago 

Jan. 17-24 
YMCA Week . sponsored by Natl. 
Council of YMCA, 291 Broadway, New 
York 7 

Jan. 26-Feb. 2 
National Fur Care Week . . . sponsored 
by Harry Jay Treu Inc., 352 Seventh 
Av., New York 1 

Jan. 31-Feb. 7 
National Youth Week . . . sponsored by 
United Christian Youth Movement, 257 


Fourth Av., New York 


Keep up with the coming 
year 


the ar 


promotion almanac 


for 1960 


This new publication, just 
off the press, is the most 
complete, up-to-date list 
available of special days, 
weeks and months sched- 
uled for 1960. A special 
section gives promotional 
dates to tie in with Alaska 
and Hawaii. 


$1 per copy 


quantity prices available 
Reprint Editor 


Advertising Requirements 
200 E. Illinois St., Chicago 11 





40g DRAPES 


creates a constant 


mernemoms a} VISUAL SELLING FORCE 


Magnificent, modern Hollywood LOGO DRAPES are 
the perfect prestige way to fix your name or trade 
mark in viewers’ memories - UNOBTRUSIVELY YET 
INDELIBLY! AMAZINGLY LOW IN COST! EX- 
TREMELY FLEXIBLE ...VERSATILE. 

LOGO DRAPE FABRIC is especially loomed of super- 
durable NUBTEX. A Hollywood EXCLUSIVE. It is 
specially woven with highest quality, long stable cotton 
yarn and gleaming viscose rayon. Its beautiful nubby 
textured weave is ideally suited for long lasting hard use. 


la , 8 SAMPLES... DETAILS... LOW COST ESTIMATES 
LIMITED SPACE HIGHLIGHTERS ALL GIVEN CHEERFULLY WITHOUT OBLIGATION 


HOLLYWOOD BANNERS owision © 


CREATORS AND MANUFACTURERS OF NATIONALLY FAMOUS COLOR-SPECTACULAR AD BANNERS 
114 East 32nd Street ° New York 16, New York ° ORegon 9-4790 





ALL PURPOSE ENSEMBLE DECOR STORE AND WINDOW DISPLAY 
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Boe IS 


cy 
4 Tee eed «THE VIVID... VERSATILE LOW COST WAY TO 


ees ACHIEVE A MEMORABLE TRADE MARK DISPLAY 


CONVENTION-EXHIBITS 


Join the long, long list of organization's both large and 
small who get practically permanent DISPLAY LOCA- 
TION — WHERE IT COUNTS MOST! They proudly 
display their names, trade marks, slogans, packages and 
messages on Hollywood Logo Drapes. The one display 
that achieves 100% acceptance every where. 


Versatile Hollywood Logo Drapes have multiple and 
effective use as window drapes, furniture covers, valance 
hangings, decorative wall backgrounds. They can be 
made to fit every requirement with more uses and 
RE-USES than anything in the known field of displays. 


YOURS FOR THE ASKING... 


FREES Nubtex Color Swatches 


HOLLYWOOD BANKERS 


Logo Drape Division 
114 East 32nd Street, New York 16, New York 


ORegon 9-4790 
FURNITURE COVERS 
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® Workingman’s Wife: Her Person- 
ality, World and Life Style, by Lee 
Rainwater, Richard P. Coleman & 
Gerald Handel; Oceana Publica- 
tions, New York, 238 pages, $7.50 

. A market is made up of people, 
and if you want to know how to 
reach that market, you must know 
the way the people who make it up 
think and how they are motivated. 

As Burleigh Gardner points out 
in his introduction, the working 
class in America is an increasingly 
important segment of our economic 
structure. He cites a study from 
Macfadden Publications which indi- 
cates that 73% of all families in the 
$3,000 to $5,000 income group are 
working class families, and that 
52% of all families with incomes 
over $5,000 are from the working 
class. 

This book is a sociological study 
of this mass market. The first part 
describes the world of the working- 
man’s wife, the second describes her 
behavior as a consumer, while the 
third discusses the strategy of mar- 
keting and advertising that is most 
likely to reach her. 

This book should be helpful to 
anybody concerned with a con- 
sumer product striving for a truly 
mass market. 


® Visual Presentation Handbook, by 
Jean De Jen; Oravisual Co., Box 
11150, St. Petersburg, Fla., 105 pages, 
$3.50, cloth; $1.25, paper . . . Most of 
us lump everything used in a pres- 
entation under the one heading, au- 
dio-visual, but not the author of this 
little book, founder and president of 
an organization devoted to the wider 
distribution of all devices that can 
be used to aid a speaker, in contrast 
to those, like motion pictures, which 
supplant him. 

In 21 chapters, Mr. DeJen discuss- 
es each of the kinds of aids that are 
currently available, ranging from 
the lectern which holds a speaker’s 
notes to the paper pad on which he 
can write. His writing is brisk and 
witty, and his points well-taken. The 
book makes clear which of the aids 
discussed are available from Ora- 
visual, but it will be helpful even to 
those who prefer their own sources. 

Quantity prices on both cloth and 
paper editions are available on re- 
quest. 


© The Copywriter’s Guide, planned 
and edited by Elbrun Rochford 
French; Harper & Brothers, New 
York, 536 pages, $11.95 . . . Thirty- 
four expert copywriters have con- 
tributed to this book which will tell 
you, as much as any book can, how 
to write copy for any of the media, 
from a radio jingle to a mail order 
ad. The editor is himself a free 
lance copywriter, and he has ob- 
tained the cooperation of some of 
the leading people in the business. 

The book is divided into five sec- 
tions, on plans, products, media, 
research and jobs. Each section has, 
in -turn, a number of chapters, 
running from the two on jobs to 
the 28 on media. 

This book won’t make you an ex- 
pert copywriter, but it will help 
the beginner learn the ropes of the 
art, and it. will help the expert find 
his way into media in which he 
has had little experience. 

While it is impossible to read 
such a book without finding some 
sections weaker than others, the 
book reads extremely well, and is 
of satisfyingly high quality through- 
out. It is a useful addition to the 
library of any advertising man, 
tyro or veteran, 
words or with pictures. 


© Symposium on Paper and Paper | 


Products, American Society for 
Testing Materials, 1916 Race St., 
Philadelphia, 70 pages, $2.75 ($2.20 
to members) . . . This highly techni- 
cal volume is a collection of papers 
presented at the 61st annual meet- 
ing of the society. While primarily 
designed for the technologist, some 
of the material will help the reader 
become a more intelligent paper 
buyer. Of particular interest is the 
report on Clupak, the stretchable 
paper recently introduced by West 
Virginia Pulp and Paper Co. 


® Who Sees Outdoor Advertising?, 
published by the International 
Chamber of Commerce, 103 Park 
v., New York 17; 28 pages, 75c 
. This handbook surveys the 


methods used in 12 countries to | 


measure the impact of outdoor ad- 
vertising. 

Among the Council’s recommen- 
dations are for standardized tech- 
niques for the collection of infor- 
mation on who sees outdoor ad- 
vertising. While it points out that 
techniques commonly in use in the 
United States are gaining accept- 
ance abroad, it also describes a 
number of approaches used in oth- 
er countries which are especially 
effective. 
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What are the 
ingredients 
of a 
good highway 
display? 


You’ll get the answers to these and 
other vital questions about good 
highway displays in this new 


FREE HIGHWAY DISPLAY 
DESIGN GUIDE 


If you design, produce, and place out- 
door advertising in any form —this 16 
page, full color book is a must! It tells 
you how to make your signs more effec- 
tive and more productive. It gives you 
valuable tips about the signs that sell in 
this important advertising medium. Best 
of all, it’s FREE! 


send for your copy now! 


: MINNESOTA MINING AND 
* MANUFACTURING COMPANY 
: Dept. RBC-109, St. Paul 6, Minnesota 


5 Fiease send me a copy of your new, free : 
> highwa ae design guide, “Welcome : 
: and Watch $ 
> NAME 
: TITLE 


: FIRM 


| + ADDRESS 


: CITY__ 





Siiilania 
Mitaine ano 


Mihanuracrurine COMPANY 


+ WHERE RESEARCH 1S THE KEY TO TOMORROW 
SAINT PAUL 6, MINNESOTA 


October 1959 + Gy + 23 





24 + GR * Vetober 1959 


ANNOUNCING A 
TWENTY-FOUR 


MONTH TRIBUTE 


ie 
America’s 


Wee) 
magazines 


Advertising has many functions. One is to 
express appreciation to friends. Another 
is to advance causes and interests in 
which we believe. We believe in the basic 
value...for American society and Ameri- 
can advertising ... of America’s national 
magazines. 


Our work as national photoengravers is 
bound up with the past, present, and 
future of America’s magazines. Artists 
who derive their livelihood from maga- 
zine illustration and photography, edi- 
torial and advertising, also have a stake 
in publishing. It is therefore appropriate 
for us to join forces with well-known illus- 
trators and photographers to pay tribute, 
through advertising, to the advertising 
values of national magazines. 


This is the first of a series of twenty-four 
full-page advertisements in advertising 
journals which will tell, in words and 
pictures, how we feel about national 
magazines. The series is unusual... 


first, because we are not in the publishing 
business and have no interest in promot- 
ing any particular magazine or group of 
magazines... 


second, because this series is entirely 
our own idea, conceived and prepared 
without informing or consulting maga- 
zine publishers...and 

third, because our motive is friendly ap- 
preciation, of advertising media to which 
we contribute only one of many technical 
elements: our skill in photoengraving. 


COLLINS, MILLER & HUTCHINGS, Inc. 


America's finest photoengraving plant 
for letterpress and gravure 
333 West Lake Street, Chicago 


Reprints of the ads will be available upon 
written request. 





VANTED: 


A new merchandising service 


A sales promotion consultant proposes a new kind of ‘‘service agency"’ 


to handle those complicated and tricky multi-sponsor tie-in campaigns 


which all too frequently suffer for lack of proper coordination. 


By J. T. Walker 


“Divide the cost, multiply the im- 
pact” is the powerful argument for 
related-items campaigns. In theory 
the argument is sound. One only 
wonders why there are not more of 
these campaigns, and why those 
that do take place so often prove 
disappointing. It appears that most 
participants in most campaigns feel 
that the results were not up to ex- 
pectations, or that the effort brought 
more headaches than sales. 

Related-items or “group” cam- 
paigns involving from two to 100 
brands are not new to the advertis- 
ing scene. In view of their obvious 
economy, however, today they are 
getting a closer look from many 
advertisers. 

By definition a related-item cam- 
paign can range from a single man- 
ufacturer’s concerted promotion of 
his own various products to a trade 
association’s campaign on_ behalf 
of its members. In can involve ad- 
vertising only, or it can include tie- 
in p.o.p. material. It can be local 
or national, piecemeal or simul- 
taneous. In variety of possible 
shapes and sizes it has no limit. 


> The two general types of most in- 
terest today are those sponsored by 
magazine publishers, and _ those 
spearheaded by a product manufac- 
turer who invites others to join him 
in a coordinated effort. Both of 


these general types of campaigns 
have their own solid advantages— 
and drawbacks. 


© The magazine publisher promo- 
tion. First among its advantages is 
is the considerable economy of 
shared costs. Occasionally, in fact, 
the total cost is absorbed by the 
publisher, in return for an adver- 
tising commitment. In any event, 
the price of admission per brand 
can be small, since there is usually 
a large number of participants. 
There were between 25 to 85 par- 
ticipating brands, for example, in 
last year’s national promotions 
staged by the Saturday Evening 


Post, Look, Good Housekeeping and - - 


Chain Store Age (Nationally Ad- 
vertised Brands Week). 

Along with low cost of admission, 
tie-in store displays provide an- 
other important advantage offered 
by these campaigns. In approaching 
retailers and winning their cooper- 
ation the publisher performs a val- 
uable service. Also, in distributing 
in advance the list of stores that 
will be tieing in, he gives partici- 
pating advertisers a most potent 
merchandising tool. Other useful 
sales aids may include samples of 
the p.o.p. material, display sugges- 
tions, special forms, etc. 

Finally, to the publisher—as co- 
ordinator of the campaign—falls the 
responsibility for releases, bulletin- 
izing all retailers and manufacturers 


concerned, handling the design and 
production of all advertising and 
display material, and arranging for 
follow-through and final reports. 


> In other words, a publisher’s re- 
lated-items campaign presents the 
advertiser with a ready-made pro- 
gram, one that requires from him 
relatively little effort or expense. 
Many special in-store displays fea- 
turing his product may take place, 
and many increased orders may be 
landed in advance by his salesmen. 
He may also succeed in gaining 
some new retailer accounts. 

The enthusiasm of advertisers is 
often dampened, however, by un- 
avoidable drawbacks that are in- 
herent in most campaigns of this 
type. 

The promotional theme itself, for 
example, must usually be general 
in nature. It cannot favor any one 
particular group at the expense of 
another. It is often an umbrella for 
many brands rather than a sales 
tool specially designed for a few. 
(A notable exception is the Post 
promotion, “Let’s Eat Outdoors,” in- 
volving only nine suppliers.) 

Perhaps the most serious disad- 
vantage is that a publisher cannot 
say yes to one advertiser and no 


‘to another. No brand can be given 


exclusivity. Frequently, too, there 
are an unwieldy number of prod- 
ucts involved. Not only do the par- 
ticipating brands compete with each 
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other, often they are simply lost in 
the shuffle. 

A further disadvantage is that, 
with little control over the brands 
to be admitted, the publisher may 
include some that many store man- 
agers do not carry or wish to pro- 
mote. The campaign is inevitably 
weakened. 

With reference to consumer ad- 
vertising, it is usually limited to 

in the sponsoring magazine 
(plus editorial support), and per- 
haps cooperative advertising locally 
by participating retailers. 


© The manufacturers’ related-items 
campaign. When several suppliers 
decide to join forces in a campaign, 
this type of effort offers definite 
advantages that are lacking in most 
publisher promotions. 

The promotional theme, for ex- 
ample, can be more pointed: it can 
cater more directly to the self-in- 
terest of a particular group. 

There is also full control over 
the quality and quantity of brands 
to be admitted. Each manufacturer 
can therefore be assured ex- 
clusivity. With fewer brands in- 
volved—and with each having a 
distinct role of its own—the par- 
ticipating brands actually supple- 
ment and draw added attention to 
each other. 


> Further advantages: consumer 
advertising can be across the board, 
as wide in scope as desired. Also 
salesmen, when calling on retailers 
in advance for increased orders, 
have a stronger sales talk if there 
are no competing brands in the pic- 
ture. The store managers them- 
selves, always pressed for time and 
space, will generally feel more fa- 
vorably inclined toward « campaign 
involving only a limited number of 
brands. 

With all their advantages, how- 
ever, campaigns attempted by a 
group of manufacturers frequently 
run into stormy weather. 

Too often there is no central au- 
thority or force keeping the cam- 
paign together and moving it for- 
ward. Many excellent plans lie 
mouldering in the files while ad 
managers seek agreement among 
themselves on such details as art 
and copy, timing, budget, coverage, 
procedure, etc. 


> Someone with authority to act 
must be responsible for scheduling 
the advertising, for handling pub- 
licity, for preparing the mats and 
other material for local tie-in ads, 
for supervising the printing and 
shipping of the special display kits. 
Finding a coordinator both impar- 
tial and efficient, and actually em- 
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powering him to make the neces- 
sary decisions, is a feat rarely ac- 
complished to everyone’s satisfac- 
tion. 

Deciding on the procedure for 
enlisting stores usually poses an- 
other problem. Will each manufac- 
turer act independently to get stores 
to participate? Are the manufac- 
turers to agree among themselves 
concerning the accounts that each 
will contact? A practical solution 
is often difficult. 


® Conclusion. Though there have 
been and are some highly success- 
ful related-items campaigns, the 
record falls far short of what could 
and should be expected from pro- 
motions that “divide the cost, multi- 
ply the impact.” Perhaps maximum 
results can be achieved—consistent- 
ly—only if a new kind of “service” 
agency is set up specifically to han- 
dle this means of advertising and 
merchandising. 

Unlike a publisher, such an agen- 
cy would be able to emphasize cam- 
paign themes that are tailor-made 
for a few brands, each supplemental 
to one another. Unlike an associa- 
tion, its campaign would feature 
only non-competing products. Un- 
like a manufacturer, it would be 
able to act as an impartial umpire 
in making decisions, and it would 
be able to act quickly and with 
authority in coordinating and ex- 
pediting the various campaign ac- 
tivities. Unlike an advertising agen- 


cy, it would be able to approach 
and enlist retailers. Unlike a print- 
er, its campaigns could utilize all 
methods and media for attaining 
maximum scope and effectiveness. 
Such an agency would be able to 
suggest campaign themes itself, or 
implement ideas brought in from 
the outside. In addition it would be 
capable of any or all of the follow- 
ing: 
1. Planning ll 
display material; 
2. Determining ad schedules and 
budgets; 
3. Enlisting stores in advance; 
4. Providing merchandising aids, 
including complete sales kits, to 
participating manufacturers; 
5. Arranging for publicity; bulle- 
tinizing all participants; 
6. Supervising all phases of produc- 
tion; 
7. Arranging for follow-through 
and complete reports. 


advertising and 


In other words, the campaigns 
staged by this special agency would 
unite the advantages of the pub- 
lisher type of campaign with the 
advantages of the manufacturer 
type of promotion—and the present 
drawbacks now hampering both 
would be eliminated. 

Some day, perhaps, a_ service 
agency will be established as a ve- 
hicle for such campaigns. It would 
provide a most valuable new means 
of advertising and merchandising. 

44 


For AR Readers 


Announcing . . AR has just produced an important new 
booklet listing all of the major promotional events scheduled 
for 1960. This 16-page handbook is, in reality, a pre-print 
of the regular Promotion Almanac columns which will be ap- 
pearing in AR during the coming months. 

Here, combined in a single, one-source reference manual, 
are nearly 400 special days, weeks and months ranging from 
‘National Ragweed Control Month” to “National Make It 
Yourself with Wool Week." With each listing is the name 
and address of the sponsor from whom additional informa- 


tion is available. 


Copies of this handy 6x9” reference manual can be or- 
dered at $1 each from Reprint Editor, Advertising Require- 
ments, 200 East Illinois St., Chicago 11. (Quantity discounts 
available.) Just ask for Reprint No. 281 and be sure to en- 
close payment if your order totals less than $2. 





HAMMERMILL 
ENVELOPES 


help you 
make more sales 


LETONE BOND Envelopes make an 
executive impression. When a man receives 
a Cockletone Bond envelope and feels its 
snap and strength, he knows there is some- 
thing important inside. Cockletone Bond 
envelopes match the high-quality white- 
ness of Cockletone Bond letterheads. 


MERMILL BOND Envelopes to match 
Hammermill Bond get more profitable 
results from correspondence and mailings 
—a fact proved by large advertisers. Their 
smoother, more level surface makes typing 
and printing look smarter. Hammermill 
Bond envelopes come in white and 13 
“Signal System” colors that match those of 
Hammermill Bond letterheads. 


You can get matching envelopes in 
Hammermill’s Whippet Bond and in 
Management Bond. All 5 grades of 
Hammermill envelopes give you these 
advantages: (1) wide range of styles and 
sizes (2) extra strength (3) quick, posi- 
tive sealing (4) high shouldets and deep 
flaps for easy printing and (5) superior 
opacity for privacy. 


MERMILL WOVE Envelopes take 
printing nicely, seal firmly, and handle 
easily. They have the body to look good 
when they're delivered, and they'll save 
you money on big mailings. Attractive 
blue white. Hammermill Paper Company, 
Erie, Pennsylvania. 


AMMERMILL 


MMERM, 
Winvevesen™ 
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Your Clients 


Moving into new offices is always good for a promotion, 
but when you can add a little wit and have some fun at 
the same time, you may reap unexpected dividends. 


By Louis H. Brendel 
Merchandising Director 
James Thomas Chirurg Co. 
New York 


This is a report of how an adver- 
tising agency utilized its moving to 
new and larger quarters as the 
“hook” upon which to hang a unique 
“Skeleton-In-The-Closet” house- 
warming-sales-meeting. Since the 
New York office of the James 
Thomas Chirurg Co. had outgrown 
its offices, it was decided to move 
uptown where an entire floor was 
available. 

A “moving committee” planned a 
combination house warming and 
sales meeting that it hoped would 
accomplish the following results: 


1. “Re-sell” all present Chirurg 
clients by bringing them together 
so that they might see what a fine 
lot of other clients the agency has. 
And, also, so that they might be 
dramatically impressed with the 
agency’s growth. For it is well ap- 
preciated how interested clients are 
in the success and growth of their 
agency. That is, of course, after they 
have been convinced by actual 
agency performance that their own 
advertising and merchandising 
needs are being well handled. (This 
is being emphasized every day by 
the apparent swarming of clients to 
those “hot” agencies on the make 
that are mushrooming.) 

And it afforded an opportunity to 
explain that a fortunate taking over 
of a lease had furnished the wall- 
to-wall carpeting and fancier fur- 
nishings at less than we had been 
paying for the previous quarters. 
It was additional proof of the basic 
fact that the members of the 


Chirurg Agency are fundamentally 
good business men as well as ad- 
vertising men. (For years this has 
been dramatized by the Chirurg 
Annual Report—one of the few reg- 
ularly issued by an advertising 
agency—which is distributed to 
clients, prospects, publishers and 
suppliers.) Above all, it was im- 
perative that clients did not get the 
idea the agency couldn’t stand 
prosperity and was going “plush.” 


2. To “sell” the many media repre- 
sentatives who regularly call on the 
agency or the distinctive features 
that have been responsible for its 
sound growth. It was believed that 
this would help create closer media 
relations and perhaps this might 
provide the “belief in the agency’s 
concepts” and that some of these 
reps would recommend the Chirurg 
Agency to some prospective clients 
in the future. 


3. It was hoped that the event 
might also help “sell” prospective 
clients. 


4. To help “sell” editors that what 
might otherwise have been a rou- 
tine moving of a medium sized ad 
agency had some newsworthiness. 


5. To alert J. Walter Thompson and 
our other competitors that J.T.C. is 
garnering new clients. 


> The following invitation-letter 
was sent to client personnel by Don 
Jackson, New York office manager. 
In New York we’re moving up 

in the world ... . to 60 East 56th 
Street, the new Pease & Elliman 
Building, between Madison & 
Park Avenues. It’s reasonably 
easy to reach by subway, cab or 
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car with a parking garage across 
the street. We'll have more 
space, a more efficient set-up, 
one that will enable us to do a 
better job for you. 

We'd like you to see the new 
place. In fact, we’re having an 
open house for you good clients 
on the afternoon of February 
13th. If it’s convenient .. . or if 
you can combine business and 
open houses . . . please drop in. 

Reason we selected Friday the 
13th for our open house is so any 
skeletons in the closets .. . that 
may be dislodged by the move 

. will feel at home. In fact, we 
think you'll enjoy seeing some 
of them—they’ll be on display. 
Also on display will be a chance 
to win something free from your 
agency . . . will wonders never 
cease! 

But most of all, we’d like you 
personally to join with us in a 
mild celebration of a move to 
new offices that you have helped 
make possible. 


> A real, life-size skeleton, known 
as Mr. Bones, played the star role 
as it greeted clients and guests at 
the “Skeleton-in-the-Closet” house 
warming as they disembarked from 
the elevator on the eighth floor. 

Chirurgians explained that, like 
any other family or organization, it 
was not unusual for a skeleton to 
be discovered during the moving 
from their former Manhattan shop 
in a long-unused closet behind their 
art files. Along with the skeleton 
were a score or more of ads and 
about the same number of pages 
from a hitherto-unseen agency new 
business presentation. All this ma- 
terial was covered with dust, cob- 
webs, and some pages had partially 
disintegrated. Those ads that could 
be deciphered possessed a_ bold, 
burlesque quality never before seen 
by mortal eyes. This may have had 
something to do with the fact that 
the agency’s creative department, to 
a man, blamed Mr. Bones for the 
creation of these out-of-this-world 
ads. 


Eerie, black signs welcomed and 
directed guests to the new confer- 
ence room where there was a 
spooky display of the “things found 
in the closet” around the walls. Just 
inside the door, a guest read this 
explanatory placard: 


Most everybody has a skeleton or two 
in his closet. After nine years in the 
Chanin Building, Chirurg proved no 
exception. We found our skeletons— 
including “Mr. Bones”—a score or more 
of unexplained ectoplasmic ads. Mr. 
Bones’ work, no doubt—no one else will 
take the responsibility for them. 


> Over three dozen ectoplasmic ads 
and presentation pages made up this 
collection. The common denomina- 
tor of them all was that they were 
off-beat and humorous. Specifically, 
they consisted of photographs from 
“The Family of Man” and current 
publications with cockeyed captions. 


e An African witch doctor holds a 
group of natives spellbound—cap- 
tion: “Chirurg Account Men regu- 
larly make inspirational talks at cli- 
ents’ sales meetings.” 


® A solid black page client ad bore 
this caption: “There are no dimmers 
dimmer than Ward Leonard Dim- 
mers.” 


e Another showed a beggar woman 
scrounging in a trash box with the 
caption: “We are constantly digging 
out NEW IDEAS at Chirurg.” 


e A client spread pictured a long 
procession of natives. carrying 
freight on their heads. Caption: 
“Let’s admit it . . . everybody does 
not use BASSICK CASTERS.” 


Clients and agency personnel both 
had plenty of laughs during the af- 
ternoon from this exhibit. One cli- 
ent is even considering actually 
publishing one of his Mr. Bones ads 
in his regular campaign. 


> This technique of having these 
sales pitch pages laugh at them- 
selves enable the agency to empha- 
size more than a score of distinctive 


characteristics without boring any- 
one or appearing boastful. Any 
other way of displaying this many 
“commercials” for the Chirurg 
Company would very likely have 
caused guests to have yawned and 
said, “Well, hurrah for you!” 
Throughout the affair, a profes- 
sional photographer took pictures of 
individual and client groups along 
with the skeleton. Later, they were 
autographed by Bonesie, and given 
to the clients. Informal Polaroid 
snapshots were also made of guests 
and others by an agency copywriter. 


> To call attention to and emphasize 
the growth of the agency, a “Crys- 
tal Ball Contest” was provided. 
Each guest was entitled to enter 
this and guess how many new ac- 
counts the Chirurg Agency (total 
for both New York and Boston of- 
fices) will sign up before January 
1, 1960. The winner and his wife are 
to be the guests of the Roosevelt 
Hotel (a Chirurg client) for an eve- 
ning at the grill. 

Agency executives were delighted 
with the accomplishments of this 
novel sales meeting-house warming. 
Clients came and saw other nice 
clients they had never met before. 
They were favorably impressed 
with the agency’s new spacious 
quarters. (Actually, rather than 
condemning the agency for extrava- 
gance, they complimented it for its 
astute buying.) 

A few days after the party, a new 
business prospect visited the “skele- 
ton” display and was pleased with 
its creativeness. The fact that he is 
now a client is not credited to the 
display, but apparently it didn’t 
hurt. 


> One of the unexpected bonuses 
was the big morale boost that the . 
agency’s own personnel got from 
the Lucky Friday Affair. 

Don Jackson, agency v.p., sums 
it up by saying that this event was 
so well received that he plans to 
repeat it soon for media represent- 
atives and suppliers. 44 
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RATE CARD 
Color Sampling 


To dramatize the fact that it offered, without extra charge, five 
special colors, as well as the five standard AAAA colors, the 
magazine, “Industrial Research,” Chicago, used the special five, 
along with three combinations, to spell out the word “Research” 
on the face of its rate card #2. This succeeded in taking the 
card out of the ordinary and making it a sample as well. 


PROMOTION 
Telephone Sweepstakes 


To build goodwill, Globe Brewing Co., Baltimore, offered radio 
listeners telephone calls to anywhere in the world. More than 
6,000 postcards were received, as the result of a dozen announce- 
ments a day over a week-long period. Nine of the ten winners 
called overseas points. Total cost was low, considering the de- 
gree of comment in the community, and the amount of goodwill 
created. Applestein, Levinstein & Colnick was the agency, and 
WCAO the station used. The telephone company also helped 
promote the event. 


DIRECT ADVERTISING 
Invisible Typing 


The Weck Process Co., New York, which specializes in in- 
visible writing, arouses its prospects’ curiosity with a mimeoed 
letter whose message is in meaningless combinations of letters, 
like a cryptogram. A printed note tells the recipient to wet the 
letter. This brings out the hidden message, which suggests that 


curiosity is a universal trait, and nobody can resist secret mes- 
sages. 


RATE CARD 
Slide Calculator 


“Modern Bride” issued its Rate Card #16 in the form of a slide 
calculator designed to present market data as well as rate in- 
formation. Through slots in the face of a sleeve, appeared a prod- 
uct category, the average spent by the magazine's reader, and 
the total in the MB market. Different categories could be studied 
by sliding the card. The reverse side of the sleeve and the card 
carried general information on rates and dates. 


DIRECT ADVERTISING 
Renewal Letter 


A final letter sent out by "Popular Science” to expiring sub- 
scribers is a simple sheet multilithed in black and red. The type, 
triple-spaced, is interspersed with rebus-like line drawings in red. 
The whole mood is light and breezy, typified by the signature, 
which is “Eugene Watson, Heartbroken Vice President.” 
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DIRECT MAIL 
Dramatic Mailing 


To dramatize a sales point, Wolverine Tube Division of Calumet 
& Hecla, Allen Park, Mich., printed its message on an ordinary 
kraft paper bag, using brown ink to harmonize with the color of 
the paper. The headline, in big type, read “This Bag Contains 

“ and the message started off: ". . . AIR and we're using it 
to dramatize the growing importance of air as a cooling medium.” 


SALES PROMOTION 
Teaser Question 


Chromart Co., Philadelphia printer, has built a campaign around 
the question “Who Prints the Brightest Colors in the World?” 
When answering the company phone, the operator asks the 
question. If she gets the right answer, the caller gets a $3 bill (a 
reprint of one issued by Texas once). Other specialty items, 
mailed to prospects, carry the same question and its answer. 
Chromart also resorted to the unusual use of bus posters during 
printing week. The Jaxon Co. is the agency. 


BUSINESS CARD 
Sub-Miniature Card 


On certain occasions, staff members of Davis & Sons, Chicago 
publishers representatives, hand out a business card only 11/2” 
across and 34” high, on which all the type has been scaled 
down proportionally. The reverse of the card, in somewhat larger 
type, bears the message: “Not having received a substantial 
order from you for a long time has made this small card neces- 


PUBLICITY 


The Brady Co., Appleton, Wis., advertising agency, uses a die- 
cut bookmark to call its clients’ attention to articles in magazines 
which it has placed. The marker, printed in red on gray con- 
struction paper, has a spot of glue for easy affixing to the page 
of a magazine. The magazine can then be mailed out or passed 
around, with no danger of any reader overlooking the specific 
page of interest. 


DIRECT MAIL 
Gimmick Mailing 


To remind newspaper people of a tv showing of “Meet Mr. 
Lincoln,” WCKT, Miami, attached a penny to a letter, which 
started out: “Dear Friend, The attached portrait of Abe Lincoln 
is, to be very frank, a bribe. It is a bribe to direct your attention 
to the following program:” and then it went into the details. 





REPRODUCED IN 4 COLORS BY OFFSET-LITHOGRAPHY ON INTERNATIONAL TI-OPAKE, VELLUM FINISH. BASIS—25 K 38-6018 500. PRINTED 18 UP AT 4000 IPH 


Doesn't this make your trigger finger start to tingle? 


This striking reproduction of a crisp fall hunting scene is printed on International 
Ti-Opake, one of America’s new first family of fine papers by International Paper. —> 





Your good printing—on our good International Papers— 
can introduce millions to the outdoor life 


YEED opacity in a lightweight sheet? 
Economical International Ti-Opake 
fills the bill. 

See how pictures practically pop right 
off the page? That’s Ti-Opake’s clean 
white surface for you. And there’s no 
feathering or offsetting. You can count on 
beautiful results like this, in flashing full 
color or dramatic black and white. 


International Ti-Opake is one of the most 
versatile papers we make. It’s equally 
suitable for offset-lithography, letterpress, 
silkscreen, or sheet-fed gravure. 

You'll find that the fast-drying proper- 
ties of International Ti-Opake make it 
ideal for financial and real estate pro- 
spectuses and other rush jobs. Ti-Opake is 
also widely used for brochures, stuffers, 


greeting cards, price lists, booklets, inserts, 
annual reports, and announcements. 

Ask your paper merchant today about 
the new 8% x 11 ream-sealed packages. 
They are made to order for small offset- 
duplicating presses and come in conven- 
ient pull-tape junior cartons. International 
Ti-Opake is also available in all standard 
book sizes. 


Fine Paper Division INTE RNATIONAL PA PER New York 17, N. Y. 





How to Buy Your 
BUSINESS 
CHRISTMAS 
GIFTS 


For the past seven years, Advertising Requirements has 
examined and reported on the gift-giving habits of American 
business. During this time, AR editors have talked with hun- 
dreds of businessmen who give gifts, who receive gifts, who 
sell gifts and who manufacture gifts, as well as with scores 
of businessmen who will have nothing to do with the whole 


thing. Based on this 


collectively-acquired 


information, 


here is a basic guide to Christmas gift-saving by business. 


By Robert B. Konikow 
AR Managing Editor 


Every year American business 
spends, on Christmas gifts, any- 
where from half a billion dollars to 
more than twice that, depending 
upon whose estimate you use and 
what definitions you apply. But even 
the smaller sum is a substantial one 
—large enough to make the market 
a good one for many a maker of 
merchandise that might qualify for 
gift purposes. 

More than two-thirds of ll 
American businesses give Christmas 
gifts, to employes, to customers 
and/or to prospects. Their gift lists 
range from a handful of favored 
individuals, each of whom gets a 
substantial gift, to a gift list running 
in the thousands, who receive little 
more than a token. 


> Few firms, once having started on 
a gift program, ever abandon it. 
This repetition, year after year, does 
not, however, imply universal ac- 
ceptance or approval. Many adver- 
tising or sales promotion managers, 
who generally have responsibility 
for the program, feel as if they were 
riding a tiger. They hate the experi- 
ence, but they see no way to get 
out of the situation. 

But this attitude is not unanimous. 
Many gift-givers express satisfac- 
tion with the entire operation. They 


have been giving gifts each year, 
they expect to continue giving gifts. 
They have set up realistic objectives 
for their company’s gift-giving pro- 
gram, and a plan of operation to 
achieve these objectives within a 
reasonable expenditure of time, 
money and effort. 


> Perhaps your company has never 
given Christmas gifts, is interested 
in starting, but wants to make sure 
that it gets off on the right foot. 
Perhaps your company has been 
giving gifts for years, but feels that 
it should be getting greater value 
from its investment. In both cir- 
cumstances, the first step is to take 
a practical, unsentimental look at 
the season and what you can rea- 
sonably hope to gain through your 
company’s Christmas activity. It is 
important to do this coldly and with 
detachment, simply because Christ- 
mas carries with it, for so many 
people, a deep inner meaning, a 
highly emotional connotation. 

This is probably the most impor- 
tant fact to consider when develop- 
ing your approach to the Christmas 
season. You must remember that to 
many people the day is one of deep 
religious meaning. On the other 
extreme, you will find those to 
whom any observance of the day is 
distasteful. To another group it will 
be a day off from work, an occasion 
for celebration, for family gather- 


ings, for friendliness and goodwill. 


> Your approach should take this 
into account. Since your objective is 
to build goodwill for your company, 
you want to avoid any action that 
will offend. Your approach should 
be in good taste. For a general list, 
it is probably advisable to use the 
“Peace on Earth, Good Will to Men” 
theme, rather than one more re- 
ligious in tone. 

The latter might be suitable if 
your list consists only of men of a 
single faith. For example, a com- 
pany selling ecclesiastical articles 
might very well have a more re- 
ligious approach than one selling 
bowling alley equipment, to pick an 
example out of the air. 

In any case, what you give, and 
the way in which it is given, should 
be designed to give no offense to 
any on your list, regardless of his 
attitude or faith. For example, clev- 
er as you may think some of the 
contemporary off-beat greetings are, 
it might be dangerous to use them 
as a company greeting unless you 
either know your list very well or 
else your reputation is so firmly es- 
tablished that you are expected to 
use something of this nature. 


> Let’s look a little more closely at 
the main reason why your company 
gives gifts at Christmas, or for that 
matter, at any other time. It is done, 
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RED MILL FARMS 
a ene: 


Just one look at RED MILL FARMS 
FRUIT CAKE shows you that it is 
much more than an ordinary cake. 
It’s a natural holiday gift, and your 
friends, customers, or employees, will 
find our quality cake loaded with big 
red Cherries, luscious red and green 
Pineapple, plump Pecans, compli- 
mented by a minimum of rich golden 
cake. Red Mill Farms Fruit Cakes are 
guaranteed to remain moist through- 
out their eating “life.” 


Comes attractively packaged in a 
beautifully designed reusable Tin 
with an outside holiday designed 
shipping mailer. If you desire, send 
us your mailing list and we shall ship 
your cakes for you. 


QUANTITY PRICE DISCOUNT 
Quantity 2 Ib. Size 3 Ib. Size 
1-12 @ $3.50 @ $4.75 
13-48 $3.25 $4.50 
48-up $3.00 $4.25 
SPECIAL BULK SHIPMENT 

100th, TO YOU 


Minimum $2.75 $4.00 


ALL MAILINGS ARE PREPAID 
TO YOU OR YOUR LIST 


Send in coupon today! 


[) Please send me ( quantity ) 


Red Mill Farms 2 Ib. Fruit Cake. 


[] Please send me _ ( quantity) 


Red Mill Farms 3 Ib. Fruit Cake. 


[] Please send me free descriptive 
literature of Red Mill Line. 


ADDREss___ 


RED MILL FARMS 


BOX 310 - BROOKLYN Il, N.Y. 


| when all the ecards are down, be- 


cause you believe that, in the long 
run at least, it will bring your com- 
pany business, increased sales. Peo- 
ple use phrases such as “friend- 


| ship,” but unless that friendship 
| leads to purchasing, giving is hard 
| to justify from a business viewpoint. 


This doesn’t imply that friendship 


| has no role in business. Everybody 


knows that it is frequently one of 


| the key factors in a buying decision, 


whether it is a relationship between 
individuals or an attitude toward a 
company. 

The buyer is smart enough to 


| realize that each purchase he makes 
| must be justified, and must be a 


good one from the point of view of 
his employer. They must be able to 


| defend each buying decision. 
| Friendship, unless it can be trans- 
| lated into more tangible forms, is 


not an important factor. 
At the same time, most executives 


| in a buying position tend to consider 
| themselves as rational beings, op- 


erating wholly on objective facts, to 
be impartial and unswayed by fac- 
tors other than the good of their 


| employer. 


If this be true—and most busi- 


| nessmen, in the privacy of their own 
| minds, will accept it—then is there 
| any value in attempting to build 


friendship in business? 


> The answer to this is a clear and 
unequivocal “yes.” Friendship does 


| play a part in business and in buy- 


ing decisions. A buyer may be re- 


| quired to obtain three competitive 


bids on a job. Whom does he select 
from a list of suppliers many times 
three? The first winnowing will re- 
duce the list to those who are capa- 
ble of handling the particular job, 
but the final selection is most often 


| based on the warmth of personal 
| relations that have been established. 


Or take another circumstance. In 
every relationship between buyer 


| and supplier, there comes, at some 


time, some point of difference, some 
issue for argument, some reason for 
complaint. With what attitude does 
the buyer approach the supplier? He 
can be angry and refuse to listen to 
any explanation, or he can be calm 
and deliberative in his approach. 
The difference? The degree of 
friendship that has grown up. 

If this is the objective of a Christ- 
mas gift program—to build a degree 
of friendship between supplier and 
supplied—then every part of the 
program should be designed to 


| further this objective at the least 


investment of time, effort and mon- 
ey. 


| » When developing a program, you 


must think clearly about a number 


of questions, which we can discuss 
one at a time. 


@ Who should be on your list? The 
answer is simple: those whose 
friendship is valuable in your busi- 
ness relationships. This isn’t an easy 
list to develop. The man whose name 
is on the purchasing order doesn’t 
always make the buying decision. 
The selection of suppliers may take 
place at various levels; you need 
the friendship and support of all. 
For example, your company may be 
knocked out of competition by a 
subordinate, whose task is to reduce 
the list of competitors to a handful 
for consideration by his boss. He 
may not be able to see that you get 
the contract, but he can certainly 
make sure that you don’t. 

And you must remember that 
there is a constant turnover in per- 
sonnel. The man you ignore today, 
or what is even worse, the man 
whose feelings you may hurt by 
sending your thanks in the form of 
a gift to the wrong man, may be in 
the driver’s seat tomorrow. 


© How do you build your list? This 
is not easy. The best way is to enlist 
the aid of your salesmen and others 
who have an intimate knowledge of 
the structure of your prospects and 
your customers. 


© How much should you spend on a 
gift? This should be governed by the 
degree of business activity you can 
expect. There is a rather narrow 
line which you must tread, if you 
are to build goodwill. Since goodwill 
is such a highly personal matter, 
your decision must be based to a 
large extent on what the recipient 
expects. 

If your gift looks as if it were 
cheaper than what he thinks you 
ought to spend on him, you might 
wind up gaining contempt instead of 
friendship. On the other hand, too 
large a gift might become tinged 
with the overtones of bribery and 
lead to resentment. Your decision 
must be based on your past prac- 
tices, the general habits of the in- 
dustry, and what you know of the 
attitude of the recipient. 

But whatever you decide to spend, 
make sure you get your money’s 
worth. It should look like something 
of value. It would be better, if your 
money were limited, to get a small 
box of fine candy, to take just one 
example out of many, rather than a 
large box of ordinary candy at the 
same price. 


© What should you send? There are 
as many answers to this question as 
there are gift items on the market. 
It should, of course, be something 
that will please the recipient. Later 





; fai Kodak’s fun-making Brownie Starflash 
Our dealers and jobbers agree Outfit. Complete with bulbs, batteries, and film—$10.35 


‘The premium that’s fun for the whole family 


makes the best incentive!’ —reports the Whitaker Cable Corp. 


“WE Look FoR PREMIUMS that everybody likes graphic equipment . pre-sold to customers 
and wants ... men and women, young and old — everywhere by 4ig consumer ad campaigns in 
alike . . . for our sales incentive programs,” says leading papers and magazines, and on TV by 
Mr. D. E. Stewart, VP in charge of sales at top-rated personalities like Ed Sullivan and Ozzie 
Whitaker Cable Corporation. ““That’s why we  & Harriet Nelson. 
featured Kodak’s Brownie Starflash Camera Out- From $4.25 to $850 retail value. Kodak’s 
fit in our dealers and jobbers salesmen promotion! full line covers the whole premium range—from 
““A big rise in sales proved us right. This low-cost self-liquidators, to big-ticket business 
Brownie outfit definitely outpulled any of our — gifts—to boost consumer sales, as sales force in- 
previous premium offers!” centives, as employee gift awards. 
That’s because Kodak cameras and outfits are 


. oe a Prices are list and subject to change without notice 
truly America’s ‘‘most-wanted” line of photo- 


**Kodak’’ and ‘* Brownie’? are trademarks 


If it’s made by Kodak, 
you know it’s good 


EASTMAN KODAK COMPANY, Premium Sales Office, Rochester 4, N. Y. 
Please send me more details on promotion opportunities with Kodak premiums. 


() I am interested in consumer premiums [] dvaler and sales force incentives 
(_] employee and business gifts and awards [[] other 





229-10 


EASTMAN KODAK 
COMPANY 
Rochester 4, N.Y. 


Name Position 
Company 
Street 


i A kodak 


TRADEMARK 


—-----—--------- 
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Pre. eee 
This 


'  business- building 
gift is a 


Conversation 
Piece! 


WINDGUARD 


VU-lighter 


LETS YOU KNOW 
WHEN THE FUEL IS LOW! 
You can’t take a Vu-Lighter from 
your pocket without having 
friends admire it. It's the one 
different lighter—with the only 
fuel reservoir that lets you know 


when the fuel is low! Uncondi- 
tionally guaranteed. 


ideal as a good-will gift—and so 
inexpensive in quantities of 25 
. Or more. 


——~ ™ ry 
noRCcC ROSS act 

GENERAL) “ORCROS wat 

ene Carnos iL 


YOUR OWN TRADEMARK or name inserted in 
the transparent fuel reservoir. 


For name of your local distributor write: 


Sane 


Box 4996, Atianta, Georgia 
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in this article, we shall have more 
to say about the major categories of 
gifts. 

For the maximum success, each 
gift should be selected with the 
specific recipient in mind. The ideal 
gift might be something the recipi- 
ent has wanted all his life, but 
which he has never got around to 
buying for himself, either because 
he thought it too much for him to 
spend on himself, or because he 
never knew that he wanted if. 

This complete individualization 
may be the goal, but it is a goal that 
is almost impossible to achieve. It is 
rare that each name on your list is 
enough of an individual so that you 
can pick a gift that suits him per- 
sonally. After all, if you are like 
most of us, you have enough trouble 
picking a personal gift for your 
wife! 

Passing the buck for selection to 
your salesmen is sometimes done, 
but it is rarely effective. While 
some of your men may have imag- 
ination and taste, some of them are 
simply no good at picking a gift. In 
addition, a lot of time can be wasted 
by a lot of people in making selec- 
tions. 

One compromise is for manage- 
ment to make the first selection, 
narrowing down the gifts to be 
bought to half a dozen or so. Then 
salesmen are given this list and 
asked to specify which gift they 
would like sent to each name on 
their list. 


© How do you buy gifts? The most 
obvious way is to go into a store and 
place an order. This may be the 
easiest, but not necessarily. It is also 
likely to be the most expensive, 
especially if you pick out a small 
number of items, each of which you 
send to a long list. 

As a quantity buyer, you should 
be able to take advantage of quan- 
tity prices, which most retail stores 
are unprepared to offer. They may 
give you some discount, but unless 
you have your heart set on some 
item that can be obtained nowhere 
else, this source is not your best buy. 

You may be able to buy directly 
from manufacturers. Many have set 
up a premium, or business gift, di- 
vision. Some have special models of 
their products that are available 
only through this division, and not 
at retail. While the special models 
may be nothing more than an unus- 
ual pattern or color, you may nev- 
ertheless be pretty sure that your 
gift will be something the recipient 
does not have. 

It is sometimes possible to have 
the manufacturer wrap and ship 
your order directly to your list of 
recipients, with your gift card en- 


closed. You will pay for this service, 
of course, but it will probably cost 
you less for a better job than if you 
tried to handle it yourself. 

Most manufacturers have a single 
kind of product. This is fine, if you 
are sure that you want what he is 
making. To get a wider choice, you 
can use the services of advertising 
specialty distributors. While many 
of us think of advertising special- 
ties as those inexpensive imprinted 
giveaways, actually business gifts 
constitute a large part of the spe- 
cialty industry. 

The good distributor has available 
a large list of assorted gifts, running 
the range in price and type. He 
knows what is available on the mar- 
ket, and is a good person with 
whom to discuss your desires, for he 
is often able to make excellent sug- 
gestions. He can get you both sam- 
ples and catalogs, and can offer the 
products of many manufacturers 
who distribute their wares through 
this channel only. He may also be 
able to take care of wrapping and 
shipping for you. 


@ Who should give your gifts? A 
gift is an expression of personal re- 
lationship, and while on both ends 
of the relationship it may be the 
business position that is important, 
nonetheless, it should be person-to- 
person. You are certainly giving 
your gift to an individual; it should 
be from an individual, or at least 
have the individual’s name on the 
card, along with the company’s 
name. 


© What about making a contribution 
instead of a gift? This is a practice 
that has been adopted by a number 
of companies, partly, at least, as a 
way of avoiding the decisions that 
Christmas gift-giving impose. But 
there is serious question whether 
this really achieves the same object 
as giving a personal gift. 

Without questioning the value of 
the charitable organization that is 
selected, there is doubt whether a 
card, stating that a contribution has 
been made in the customer’s name, 
succeeds in building goodwill. There 
is often a feeling that the real reason 
for making such a contribution has 
been to save money. 

If, however, you prefer to make 
your Christmas present in the form 
of a contribution, whether to a 
charitable organization or a schol- 
arship fund or similar group, the 
very least you can do is to see that 
each name on your list gets not 
only an announcement from you, 
stating that you are making a con- 
tribution in lieu of a gift, but also a 
note of thanks, sent directly from 
the institution to whom the contri- 
bution was made. This will tend to 
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RAY:-O-VAC 


THE GIFT 
THAT'S LOADED WITH 
V.1.P. APPEAL 


New Ray-O-Vac Sportsman® Lantern doubles 
as floodlight and spotlight; head swings 
more than 180° to throw powerful 

spot. Handy switch beneath carrying 

handle, rainproof platform, chrome steel 
throughout. Retail value, $8.95. 


Or these fine gift lights: 


(a) New 303 Sportsman® Lantern with sealed beam 
plus rear signal flasher that swivels in all directions. 
Retail value, $12.40. (b) S22F Sportsman® Flashlight 
has three-position lock-type switch, signal button, ring 
hanger, knurled chrome case. Retail value, $1.95. 
(c) New S62F Super Sportsman® Spotlight throws up 
to 4000-foot beam; chrome-finish six-cell battery con- 
tainer converts to three-cell; knurled case has ring 
hanger. Retail value, $4.95. (d) P20 Penlight has con- 
venient slide switch, durable pocket clip, room for 
imprinting your company name (imprint included in 
price). Retail value 89¢. (e) 398 Hunter® Lantern has 
aluminized 3” spot reflector to give long, piercing 
beam; switch and flasher button on handle. Uses 
flashlight or lantern batteries. Retail value $4.95. 


(a) 303 Sportsman 
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NEW DREMEL 


ELECTRIC SHOE POLISHER 


A PRESTIGE BUSINESS GIFT OR PREMIUM 


Business friends and associates will 
appreciate this gift of good groom- 
ing. This electric wizard makes daily 
shoe care quick, easy and effortless. 
Gives a fast, bright shine in seconds! 


home. Cased in gleaming chrome 
with non-slip base. Two polishing 
bonnets (one for black shoes, one 
for brown). Packed for individual 
mailing. Retails for $29.95. 


A walk-up-to floor model, no bend- 
ing or stooping. 

The Dremel Shoe Polisher is ideal 
for the office, or for family use at 


Write for quantity discounts. 


MFG. co. 
9-K. Racine. Wis 
DREMEL... Ciectric Products Since 1934 


Give a for Christmas 


$ 4.85 
5.25 
7.45 
9.80 

12.30 
14.60 
19.45 
24.40 
40.00 


You choose the price— 


Pick your price and we mail gift-greeting 
folders (inscribed with your name). The 
choices come back to us and we mail the 
gifts (again, in your name). Cost in- 
cludes everything: hand addressing and 
inscribing; all wrapping, mail, postage 
and insurance; all, taxes and a gift of 
guaranteed satisfaction. 


www ye eK Oe 


ai 


He'll choose the gift— 


The gift-greeting folder illustrates in beauti- 
ful natural color, up to 27 gifts in the price 
group you selected. He checks his choice on 
a postpaid card and returns it to us. By re- 
turn mail we ship his gift. You get a com- 
plete report showing who sieod what. 
All you do is send us your gift list. 


We do all the work— 


Taylor 
Longines 
Troy Robes 
n 
Gorham wed 


Robeson 
Springfield 
Doppelt 


Dept. 3118 
829 Chicago + 


+ Shop Early — write 
Ling ‘dey for catalog 


Evanston, 
Ulinois 
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take some of the edge off the cyni- 
cism that invariably arises in a pro- 
portion of the list. 


> Most gifts that are being sent by 
business fall in one of the categories 
described below. In the sections that 
follow, we have not attempted to 
name specific companies, or even 
specific gifts. Rather we shall dis- 
cuss broad categories, in an effort 
to point up some of the factors that 
lead to selection, either of the group 
as a whole, or of individual items 
that fall within the group. 


Liquor 


One of the most popular gifts is 
liquor. The Christmas season is a 
gay one, with parties and celebra- 
tions, and in general, this calls for 
liquor. 

Recognition of this fact is the 
emphasis the major distillers have 
placed on Christmas wrappings and 
decanters. In addition, in every 
survey made, a substantial number 
of businessmen indicate that liquor 
is a welcome gift. 


> But there are problems. Drinking 
is a personal matter, and most men 
who drink have decided prefer- 
ences in brand and type. For this 
reason, it is especially important to 
select a brand with a well-known 
name and a fine reputation. To get 
yourself associated with a cut-rate 
reputation will do yourself no good. 

If your selection is good, don’t 
worry about picking your recip- 
ient’s brand. Even if he doesn’t care 
for your selection himself, it will 
be a welcome addition to his stock, 
ready for guests with other tastes. 

As a change from the standard 
Scotch or Bourbon, you might con- 
sider giving a more unusual drink. 
A liqueur or cordial will tend to 
remain on hand longer, and there- 
fore make you remembered longer. 
Also, it is less likely to be the sort 
of thing people buy for themselves. 


> There is one danger in giving liq- 
uor generally. There are some peo- 
ple who react very strongly against 
such a gift. They are not drinkers, 
nor do they serve liquor, and they 
object to its being used in connec- 
tion with Christmas. The only ad- 
vice here is “Be careful.” If such a 
one is on your list, just be sure he 
gets a box of candy instead. 
Liquor is not the easiest gift to 
distribute, especially on a nation- 
wide basis. The sale and distri- 
bution of liquor is surrounded by 
more regulations than probably 
any other product. State laws, no 
two of which are alike, govern the 





movement of spiritous refreshments 
from distillery to consumer. 

In the first place, liquor cannot 
be mailed, so you cannot buy your 
supply wholesale, and then mail it 
out. It cannot even be transported 
legally across state lines, so that 
even if you wanted to load a de- 
livery wagon and visit your entire 
list in person, this would be out- 
lawed. 

In many states, the sale of liquor 
is a state monopoly, and the amount 
that can be bought at any one time 
is limited. In addition, many states 
prohibit retail dealers from giving 
quantity discounts, or wholesalers 
from selling to anybody but retail- 
ers. 

It is simple to pass out liquor in 
your own community. Many deal- 
ers will be glad to gift wrap and 
deliver (where state laws permit) 
your selection. For out-of-town re- 
cipients, you will have to work 
through retailers in their commu- 
nities. 


Certificates 


Within the past few years, busi- 
ness gift givers have increasingly 
turned to the gift certificate, as an 
answer to the tough question: 
“What would he like?” The certifi- 
cate plan, in essence, lets the recipi- 
ent pick his own gift. 

Gift certificates themselves are 
not new. Many retail stores, espe- 
cially the large department stores, 
have promoted the sale of certifi- 
cates as gifts. With these, the recipi- 
ent can make any purchase he 
wishes up to a stated dollar value. 

For business gift givers, however, 
this method has its faults. Since 
these certificates are issued by a 
single store, the recipient must be 
able to get to that store convenient- 
ly to redeem his certificate. Since 
they are issued for a_ specified 
amount, the recipient obviously 
knows just how much was allotted 
for his gift, something the donor 
would rather not emphasize. Since 
the purchase is being done through 
retail channels, retail prices are 
charged. 


> To adapt the plan for business 
needs, and to meet these objections, 
the gift certificate plan grew up. 
There are ten or so plans in opera- 
tion, and they all work pretty much 
in the same way. 

The plan produces a series of 
catalogs, each containing an assort- 
ment of gifts within a fairly narrow 
price range. The donor selects his 
price range, and turns over a mail- 
ing list to the certificate house, with 
an indication of which price range 





1798 
Direct Drive push-button 
WonderCast $26.50 


© 


Level Wind push-button 
WonderCast $24.95 


ca 


WonderSpin with two 
filled spools $32.50 


, 2080 


Salt Water 
Spinning Ree! $39.95 


Stainless Steel President 
for bait casting $37.50 


1836 Deluxe automatic 
Fly Reel $14.50 


WRITE FOR NEW 
ILLUSTRATED PRICE LIST 


Go Fighing... 


WITH “ALL” YOUR CUSTOMERS! 


O47 Pee 


PYNE FISHING TAC KEE 


When your customers go fishing, you can be there 
with a gift of fine fishing tackle from Shakespeare, 
the one name known and cherished by fishermen 
the world over! You can choose with absolute 
confidence any Shakespeare Wonderod, reel or 
line and be assured that your gift of Shakespeare 
tackle will be warmly appreciated by your cus- 
tomers. And, uncompromising Shakespeare qual- 
ity speaks well of you and your firm at the time 
of your gift...and in many years to come. So 
when your customers have “gone fishin’”’, be 
there with a gift of Shakespeare fine fishing 
tackle! (From § 95 to $45.00) 


FAMOUS DOUBLE-BILT® 
Straight-Fiber Tubular Glass 
WONDERODS 


Shakespeare’s patented tubular glass 
process is recognized by fisherman every- 
where as the ultimate in fine rod crafts- 
manship. Tubular glass Wonderods are 
built to taper with strong, small diam- 
eter tip for casting and a power-packed 
butt for hooking and landing fish. 


BALANCED TACKLE SETS 


Appealing combinations of perfectly 
matched rods and reels designed to 
go together for perfect fishing perform- 
ance. Complete outfits 
. are available for every 
s type of fishing — from 

$19.50 to $48.95. 


© By Shakespeare Co., 1958 
SALT WATER SERVICE REELS AND RODS 


Shakespeare Company, Dept. AR-10, Kalamazoo, Mich. 
Please send illustrated price list and buying data. 


Name 
Address. 


ria incitnecinctalehaebcsneemnntiaieaceeee State. 
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these clever thermo 
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catalog should be sent to each. From 
then on, he has no more work. 

The certificate plan sends, in the 
name of the donor, an attractive 
greeting card and the appropriate 
catalog. These illustrate and de- 
scribe the gifts available, without 
giving prices. 

The recipient selects the one he 
(or his family) would like, checks 
off his selection on a business reply 
postcard, which is returned directly 
to the plan operator. The gift is then 
shipped to the recipient, to the ad- 
dress he has indicated on his reply 
card. A second greeting card re- 
minds him of the donor’s name. 

At the end of the season, you pay 
for the gifts that have actually been 
shipped, and receive a list of who 
ordered what. 


> There are a number of these plans 
in operation, and while their basic 
pattern is much the same, the details 
are important. They differ, first of 
all, in the specific gifts which they 
offer. The selection of any particular 
plan might not agree with yours. 

There are also differences in the 
eatalogs and the covering letters 
and the greeting cards. Since this is 
the first impression of your gift, you 
want to make sure that the physical 
aspect conveys the right impression. 
There is also the smoothness of han- 
dling, the ability to deliver gifts in 
good condition promptly, which will 
reflect on you. 

The surprising fact, reported by 
all plans, is that people, when given 
a choice, may often select gifts that 
nobody in his right mind would 
have dared to send out. For ex- 
ample, one favorite selection one 
year was a set of bathroom scales, 
hardly a likely choice. 


A very popular classification of 
gifts is food. Since everybody en- 
joys eating, almost everybody ap- 
preciates getting foods for Christ- 
mas. Like liquor, food also fits into 
the general holiday atmosphere. 

There are two kinds of food 
gifts, which can roughly be charac- 
terized as staples and as fancy. 


> The staples are traditionally good 
gifts. The Christmas turkey or ham 
or wheel of cheese is recognized 
and accepted as fitting the season. 
In all these fields there are recog- 
nized suppliers who have been ac- 
tive in the field for many years, and 
who are well equipped to handle 
gift orders smoothly and expedi- 
tiously. 

While not an exciting gift, you 
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can rarely go wrong in making a 
selection in this group. These items 
are almost always acceptable and 
welcomed. It is also possible to se- 
lect a single staple, and send it out 
year after year. The risk is that 
after a while it comes to be ex- 
pected rather than looked forward 
to. You also compound the “error” 
in the case of recipients who may 
dislike a particular item. 

You can look for somewhat more 
unusual gifts, if you get tired of the 
staples. You can vary the turkey 
with a duck or a brace of pheas- 
ants. Steaks and other meats are 
available as special gifts. 

You can also look for unusual 
wrappings or containers for gift 
foods. Cheeses, spices, cookies come 
in picnic baskets, or salad bowls and 
many other objects of permanent 
value. 


> In contrast to the staples are the 
fancy, or gourmet, foods. This is a 
rapidly growing part of the grocery 
field. Total sales have nearly dou- 
bled since 1955 and 1956, according 
to industry estimates. There are 
nearly 6,000 specialty food outlets 
which concentrate on gourmet 
items, plus an increasing number 
of supermarkets and other grocer- 
ies which are handling fancy foods. 

The gourmet foods are often ex- 
otic, but just because of this they 
make good gifts. Many of them are 
luxury items which many people 
like, and would like to buy, but 
hesitate to spend from their own 
pocket. Their selection as a gift 
lends excitement and conversation 
in the recipient’s circle. 

But a word of warning from the 
experts. Unless you know the per- 
sonal taste of the recipient, avoid 
what the trade calls “bumble-bee 
legs,” highly exotic, rare and, to 
some, unpalatable. These include 
200-year old Chinese eggs, snails, 
and so forth. 

Outside of these, you have a wide 
choice. The most popular gift items 
include caviar, pate de foie gras, 
imported English biscuits, jellies 
and preserves, fine teas, interesting 
soups, and other items. 

Spices, herbs and other ingre- 
dients for the fine cook make good 
gifts. These are available in a wide 
choice of kinds, assortments and 
packaging, and make attractive se- 
lections. 


> Sources for food gifts are wide 
and varied. While supermarkets, 
even those which handle fancy 
foods, are not equipped to take care 
of gift orders, specialty food shops 
can take care of your needs, or can 
refer you to those who can. Whole- 
salers in gourmet foods may be able 
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Noho deluxe FULLY AUTOMATIC ELECTRIC BLANKETS 


Deluxe throughout. Perfect for gift giving . . . 
the finest electric blanket on the market today. 
Made with luxurious, expensive Acrilan. Nylon 
binding guaranteed to outlast the blanket. 


BUDGET 

PRICED ©. 

FULLY 

AUTOMATIC 
ELECTRIC BLANKETS 


Medium and economy grade blankets are 
available where price is important. Washable. 


e Pastel colors in twin and double bed, single 
and dual control models ¢ Fully guaranteed. 


Northern ELECTRIC SOCKS 


Unique gift for sportsmen or sufferers from 
cold feet. Ideal for hunters, skiers, ice fisher- 
men, football, hockey fans, and others ex- 
posed to cold weather. Fully guaranteed. 


Exclusive sonifresh BACTERIA RESISTANT 
bindings « Washable e Choice of 6 pastel 
colors @« Twin and double bed, single and 
dual control models e Fully guaranteed. 


Northern DELUXE or 

BUDGET-PRICED HEATING PADS 
Finest selection of pads in Northern's 47 year 
history. 100% WETPROOF. Exclusive sani- 
fresh covers resist germs, odors, bacteria. 
Wide range of styles. Colorfully gift pack- 
aged e Fully guaranteed. 


>... 


Northern FULLY AUTOMATIC 

ELECTRIC BED COVERINGS 
Portable—for home or travel. Operates 
exactly like an electric blanket. Washable. 
Lightweight, easy to carry in colorful zippered 
travel bag. Single and double bed models. 
e Fully guaranteed. 
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to offer you quantity prices for 
large orders, but they are not al- 
ways equipped to wrap and ship 
individual orders. Don’t underesti- 
mate the time and effort it takes to 
get an office staff to take over this 
chore. It isn’t as easy as it seems. 

Most advertising specialty dis- 
tributors can handle orders for 
gift foods, especially in the staple 
lines, or in the fancy packed lines. 


Gifts that Build 


There is one way of avoiding the 
year-after-year task of choosing a 
Christmas gift. This is the fairly ob- 
vious one of spending some effort, 
once and for all, picking out some- 
thing for your company to give, and 
sticking to the same selection year 
after year. 

This has one advantage: you don’t 
have to rack your brains each year, 
spend hours seeing salesmen, and 
so on. All you need do is write out 
a purchase order to a familiar sup- 
plier. 

On the other hand, you take the 
risk of monotony. You lose the ele- 
ment of surprise. All of us like the 
feeling of anticipation when a pack- 
age arrives. There is excitement in 
looking at a wrapped box, in guess- 
ing what might be inside, in tearing 
off the paper. We never really out- 
grow this attitude. If you standard- 
ize on the same gift, it comes to be 
expected. It is often received as a 
matter of course. 


> There is an additional danger in 
settling on a gift that some of your 
list might not like. You can never 
expect to please everybody on your 
list equally well, no matter what 
you select, but when you vary your 
gift, you are likely to displease a 
different section of your list each 
year. If you pick one for repeated 
giving, one section may gradually 
be alienated. For that reason, if you 
decide to settle on a repeating item, 
better pick one that almost every- 
body will like and can use. It may 
not arouse great enthusiasm, but it 
will not, on the other hand, greatly 
disappoint. 

There is a way, however, to gain 
some of the advantages of a repeti- 
tive gift without getting into a dull 
rut. This is to find things that come 
in sets, giving one part of the set 
each year. 


> One example is glassware. You 
can select a pattern or design that 
will have wide acceptance, and send 
out gift packages, a different but 
matching selection each year. You 
might start with water glasses, se- 
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lect juice glasses the second year, 
iced drink glasses the third, and so 
on. Each gift is independent, so a 
new name can be picked up in the 
series whenever he enters, and you 
can, if you like, repeat gifts on a 
four or five year cycle. 

There are many other products 
which fit into this approach. Table- 
ware, cutlery, kitchen equipment, 
desk accessories are among them. 
There are publishers that issue 
books-of-the-year, or volumes in 
series. Many recipients would enjoy 
receiving an annual gift of a library 
classic in a fine leather binding, 
perhaps personalized. A different 
title could be chosen each year, but 
with a consistent style selected for 
the binding. 

For many companies, this has 
been the answer to a gift problem 
that can be carried out with the 
minimum investment in time and 
effort. 


In recent years, more business 
gifts have been directed towards 
the family or the home of the re- 
cipient. This goes along with the 
greater emphasis on suburban liv- 
ing and “togetherness.” 

Whatever the reason, the trend 
is obvious. It is perhaps best 
illustrated by the experience of the 
gift certificate plans. The percent- 
age of home items selected has 
been going up rather steadily. 

The anti-feminists may point out 
that this is only because the gift 
becomes a matter of choice, and in 
such a battle, the weight is on the 
side of the homemaker; that while 
the husband may really want a fish- 
ing tackle, he’d rather choose a ta- 
ble lamp than get in an argument. 

But there are solid arguments in 
favor of a gift for the home and 
family. By including the family as 
beneficiaries of your largesse, you 
tend to remove the stigma of im- 


personality or of implied pressure 
from your gift. It somehow be- 
comes more personal when it’s for 
the home. 


> There is almost no limit to what 
you can give for the home. Just re- 
member that a man is proud of his 
home, and won’t want to have any- 
thing on display that isn’t in taste. 
It shouldn’t be garish, too extreme, 
or imprinted. 

It is safest to avoid gifts that are 
too large, unless you are pretty 
sure they will be welcomed. A gift 
that is small in size can generally 
be used in any home, while a big 
one is often hard to fit into an ex- 
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isting decor. And people feel guilty 
about throwing away, or even not 
using, a gift. 

Gifts for the home fall into as 
many categories as there are rooms 
in a house, plus one for the outside, 
and another for the basement. You 
can select livingroom accessories or 
ornaments; plates, glasses or cut- 
lery for the diningroom; cook’s tools 
or electric appliances for the kitch- 
en; games or bar equipment for 
the rumpus room or the den; scales CHROME-PLATED ALUMINUM HAMBURGER PRESS 
or even gaily-packaged shower Homemakers, patio chefs and junior cooks make perfect 
curtains for the bathroom; a port- meat patties with this indestructible, jewel-finished food 
able radio, tv, or clocks for the appliance. Pinless sanitary hinge. Cleans easily. Stores 
bedroom; barbecue equipment for flat in drawer. $2.98 Retail 
the outdoors. 

Your selection can be practical, 
beautiful, or novel, but it should 
have some characteristic that makes >= —. 
it outstanding. at 


The best gift of all is one that is 
obviously from one individual to 
another. A gift that shows thought 
will be remembered far longer than PASTRY CUTTER-SERVER 
one which seemed to have been Cakes, pies, meat loaf, ice 
chosen by lot, even if the latter cream, etc., are appetizingly 
cost several times as much. served, easily ond cleanly. 
: 100% corrosion proof. Finest 
Some donors feel that if you put stainless steel blades. Durez 
a man’s name or initials on an item, handles. True gift quality. 
you have succeeded in making it $2.98 Retail 
personal. Such personalization will 
make any gift more attractive, of Attach to Letter- 
course, but this isn’t the answer to heed end Mail 


Dwncam Hines Foon & VEGETABLE CUTTER 
This beautifully engineered machine shreds, strings, slices, 
peels, waffles, grates or chops most foods, quickly and 
Today for Gate. safely. Makes exotic salads, tempting potato and vege- 


the question of how to make a gift wr —— iy oe re 
Z . appliance. chrome-plated, 
a personal matter. KITCHEN-QUIP, INC., Foodco Division ahiy selltitied:. Gauete dines 
WATERLOO, INDIANA, DEPT. C clean. 3 to 6 cutter cones. 10- 
> The only way to achieve the most year unconditional guarantee. 
personal approach is to select a NAME & TITLE —— _ included. 2 w- 
gift that could have been designed - Retail from $10.95 
for one individual alone. Give a COMPANY —_________________________ ~~ 
book collector a first edition of 
: : ne ee , AOI a cates Jeane es ; 
his favorite author; ore 6 record *Trademark of Hines-Park Foods, 
collector a new or a hard-to-get Inc., Ithaca, New York. Kitch- 
pressing of his favorite performer. PY ne oe 
Give any hobbyist something he 
can use in his hobby. A set of fine 
chisels makes a wonderful gift to a 
man who practices cabinet-making 
in his basement, but is a waste of : 
money for the ski enthusiast. AMETCO VIRGIN-VINYL 
This kind of personalization may 3 ” RI N G Bl N D f Ke S 
be the most effective, but it is also 
the most difficult. It can be done i 
only when there is a small list of | ‘ AS LOW AS 7 Oe LOTS OF 1000 
recipients, all of whom you have got a ; 
to know fairly well. Or when your An AMETCO quality binder with individually- 


list is broken into small groups, S P designed cover will magnify the effectiveness of 


z ’ = - your sales catalogs, presentations, sample books, 
for each of which one man is re- : price manuals or sales-promotion literature. 


sponsible. And it becomes a year- . 4 Weite Ser free Meewatune, inciading quantity 
prices, styles, colors. 
round assignment, to keep an ear 
; 425 First Avenve « Pittsburgh 19, Pa. 
pe ying iton oifts — peeled » Typical binder, prepared for leading corporation. 


> The emphasis, as always, should 
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Sega, torn 
it's HILAR/OUS 


vs w 


pital inspired 
conversation 
. Made of 


@ a... 
yes, 1718... 


... 11'S A YOU-KNOW-WHAT 
HOLDS A FULL QUART v 
--- ON ITS SIDE 

OR STANDING UP! 

only 

$500 
PREPAID 


<= 


Packed in 
self mailer 
carton, with 
humerous 
Slim Jim 
card, full 
of erisp 
repartee’ DEPT.AR 


4842 FULLERTON AV 
CHICAGO 39, ILL. 


ye 


PLEASE SEND MEDIC MARTOONI MIX’RS 
ENCLOSED 1S CHECK/M.O. FOR $ 


CITY & STATE 





i Bae een LL de 
means 
< 1959 PROMOTIONS 


sa are 


eg 
GRAND OPENINGS “4am 


ANNIVERSARIES 
ALOHA SALES 
; LUAU TIME U3 
A HAWAIIAN PREMIUMS .@ 
FREE ORCHIDS 4 
eS eae 


vs 


—)JORCHIDS OF HAWAII, INC 
i National Salcs Office 

Tth AVENUE, NEW YORK ?, N.Y 

Please send me prices ond information on exciting 


new Howoiion disploy material, exotic giveaways 
ond unique premiums, 


Company 
Address 
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be on quality and taste. There are 
many kinds of items that can be 
selected for giving. There are old 
stand-bys, which are almost always 
acceptable. Don’t discard such fa- 
miliar items as good pen and pencil 
sets, cigaret lighters, cufflinks, just 
because they sound old hat. Good 
taste is never out of date. 

In this category, there is a wide 
choice of gifts. Almost anything a 
man uses can have a ribbon tied 
around it and dubbed a gift. Fishing 
tackle, flashlights, camping equip- 
ment, travel gear, fine cigars, tools, 
books, records — all make excel- 
lent gifts, if they fit the likes and 


habits of the individual who gets 
them. 


For the Office 


A man’s home is said to be his 
castle, but in the America of today, 
it is more often his wife who makes 
the decisions at home. The man’s 
seat of power is more likely to be 
his office chair. It is here that he 
makes his business decisions, in- 
cluding those all-important buying 
ones. For this reason, many donors 
prefer to select their gifts to be used 
by the recipient at his desk or in his 
business life. 

The first thing to remember in 
choosing something to give a man 
for his office use is that this is al- 
most invariably a working area, and 
limited in what it can contain. So it 
must be something that the recipient 
will find of use. This can be of 
esthetic use, rather than practical — 
a framed picture might be welcomed 
by some executives — but it must 
give some benefit for the space it 
occupies. 

The next factor is that it must be 
appropriate. The man who works, 
through preference, at a roll-top 
desk is hardly likely to appreciate 
an ultra-modern ashtray. Whatever 
you select should be in keeping with 
the recipient’s habits and surround- 
ings. If you are not sure of these, it 
is safer to stay in the middle of the 
road, rather than edge towards any 
of the extremes. 


> A gift should be in good taste. 
Avoid the gift whose attraction is 
built around a slightly salacious 
joke. It isn’t in keeping with the 
Christmas approach, and while it 
may bring a momentary chuckle, it 
probably will neither be _ kept 
around nor add to the favorable 
image of your company. 

Care should be taken about im- 
printing your name on a gift. It isn’t 
generally done. No executive is in- 








add new life to your gift program 


Patent Pending 


The Perfect 
Gift 


Here it is . . . the all-aluminum charcoal 
PORTABLE KITCHEN, chosen by two na- 
tional concerns as the Perfect Premium. Let 
this Portable Kitchen add new strength in 
your premium program, new vitality to your 
Christmas gift program, anniversaries, and 
promotions, new meaning to your every 
sales need. Available in many models and a 
wide range of prices. 


portable 
kitchen 


Box 3307, Tyler, Texas 


Write for our Price List and a case history on 
this Gift. ond Premium line . . . the Portable 
Kitchen! 





HERE IS YOUR ANSWER .. . 
Gifts - Incentive Programs 
Prize Awards 


A Ask for our 

h 450 Page 
wholesale 

| catalog 

4 Over 8000 


Many firms depend on us because we 
help Sales & Promotion Managers, 
Advertising and other management 
executives. 


You select the items—send us your 


order—we will ship as you direct. 


Write for catalog and 
complete information 
MAY & HALAS 
Division of Chicago Bears Football Club Inc. 


233 W. Madison St. 
Chicago 6, Ill.—Dejpt. A. 





terested in turning his office into an 
advertisement for anybody. Your 
name isn’t needed to remind the re- 
cipient of the donor; if the gift is 


appropriate, you won’t be forgotten. | 


There are ways of getting your 


name on a gift in ways that are ap- | 
propriate and which will not arouse | 


resentment. A few years ago, one 


company sent out a desk-size rotary | 


file for telephone numbers. While 
no mark was placed on the plastic 


case, some of the cards were printed | 
with the donor’s name, address and 


number, and placed in the proper 
places in the file. They served as a 
constant reminder of the donor, and 
few recipients would bother to re- 
move them. 


> Personalizing a gift is usually a 
good idea. A monogram or the full 





name of the recipient may be the | 


difference between use and the 


waste basket. People hate to throw | 


something away if it has their name 
on it. 


used up, like a pad for memos, it is 
a gracious gesture to offer to supply 
refills. This doesn’t cost very much, 
and it is a real service to the user, 
who often doesn’t know where he 
can get the supplies. 


Year-Long Gifts 


Christmas comes but once a year. 


This, however, is no reason why | 
gift-giving must be confined to the | 


Christmas season. 

It is true that people expect to re- 
ceive presents at Christmas, and 
they may be disappointed if your 
company is among the missing. On 
the other hand, at Christmas your 
gift may be lost in the flood, while 
a gift at some other time of the year 
stands in isolated splendor, arriving 
as a special surprise. 


> It is frequently a nice touch to 
send out gifts to prospects and cus- 
tomers on their birthdays. This 
means a bit of research, but alert 
salesmen and friendly secretaries 
can often help to accumulate the 
data. It also means a little more 
work in keeping track of the dates, 
so that gifts may arrive on schedule. 
This can often be turned over to a 


If you give something that gets | 


TROY ROBES 


“so nice to have around you”® 


FRINGED ROBE IN CARRYING CASE 


the distinctive and 
distinguished 

gift for all the 
family all 

year round 


Make your gift outstanding . . . long-remembered! 
Make it Troy Robe, that appeals to everybody . . . men and women . 
of every age . . . everywhere they go! Gloriously colored plaids . . . 
gay as a Highland fling . . . and available in ACRILAN* or WOOL. 


And "so easy to carry wherever you go!" In its own smart carrying case... 


| with adjustable shoulder straps 


... and FOAM CUSHION. 


Can be personalized with customer's initials. 


| Seventeen robe and carrying case combinations. 
| Price ranges from $8 to $22. Ask your regular 
| executive gift supplier or write us for name of 


| 


specialty distributor or other sup- | 
plier. You prepare a list for the | 


year, with a date opposite each 
name, and your gift selection, and 
the gift house will see that each ar- 
rives on time. 


This scheduling may be avoided | 


by selecting a single date for all 
your recipients. 


| 


Some companies | 


celebrate their own birthday, as- | 


nearest distributor. 


*Acrylic fibre by Chemstrand 


NATIONALLY ADVERTISED 


“so nice to have around you” the whole year round... 
FOOTBALL GAMES FISHING EXTRA BLANKET 
MOTORING BOATING PICNICS 
CAMPING COUCH THROW AT THE BEACH 


TROY BLANKET MILLS, Ine. 


200 Madison Avenue, New York 16, N. Y. 





Switch to Lake Shore 


for faster service! 


ELECTROTYPES~: 
REILLYTYPES * 


NEWSPAPER MATS 
PLASTIC PLATES 


LAKE SHORE ELECTROTYPE DIVISION 
1224 W. VAN BUREN - CHICAGO 7, ILL. - SEeley 8-1010 
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suming it doesn’t fall in the last two 
weeks of December. This is a good 
occasion to thank your friends for 
their help during the past year, and 
their assistance in making you a 
year older. It gives you a reason for 
including somewhat more hard sell 
than is in taste at Christmas. 


> There is a way of achieving a 
year-round impact without losing 
participation in the Christmas spirit. 
You can select a gift that comes in 
parts, spaced out through the year. 

Most obvious, and most widely 
adopted, is the magazine subscrip- 
tion. Most magazines issue very at- 
tractive announcement cards, which 
are sent out to your list in your 
name. Then the issues keep coming 
every week or every month 
throughout the year. These, of 
course, do not carry any indication 
of the donor, but few recipients will 
forget. This is also, by the way, a 
gift that can be repeated year after 
year. Gift certificate plans usually 
include a magazine selection. 

An alternative is to subscribe to 
a plan that sends out packages at 
regular intervals. You might pre- 
pay a subscription to one of the 
book clubs, for example. You can 
make arrangements with various 
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MATCH 


PFLUEGER 
aie 
Reels - Rods 


GT em alt 


EGER PELICAN 


PFLUEGER ‘88 


specialty food purveyors to send a 
package of fruit, or candy, or other 
luxury edibles from time to time. 
There are also gift clubs which mail 
out regularly interesting and differ- 
ent gift selections from all over the 
world. 

You can control the size of your 
gift by specifying both the value of 
each gift and the number of gifts to 
be sent during the year. In many of 
these plans, either your card or 
your name can be included. 


In almost every form of promo- 
tion, a little imagination can re- 
place a lot of money. Ingenuity and 
an idea can get further than cash, 
prosaically spent. And it is true of 
business gift giving as well. 

You don’t have to spend a lot of 
money to make an impression that 
will last. You can’t routinely buy 
something, enclose a business card, 
wrap kraft paper around it, slap on 
a Christmas seal, and consider that 
you have become filled with the 
holiday spirit. 

Remember, that the packaging is 
often more than half the gift. An 
ordinary gift, wrapped and pack- 


PFLUEGER MEDALIST 


$19.95 


$9.25 - $17.00 





tata 


THE ENTERPRISE MFG. CO., AKRON 9, OHIO 
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aged with care, is more welcome 
than a more expensive item, slov- 
enly presented. 


> But most important of all is the 
thought that goes into selection. 
Suppose, for example, that you are 
able to learn the birthdate of the 
people on your list. Wouldn’t it be 
an unusual idea to send each a 
blow-up of the New York Times’ 
first page, or the first page of his 
hometown paper, for that day? 
Many libraries have microfilm 
files, and can prepare a print of 
any page you select. 

Or how about sending him an 
aerial photograph which includes 
his home? You can get this from 
the government at a nominal cost. 
Information can be obtained from 
the Map Information Service of the 
Geological Survey. Or the same of- 
fice can help you locate a topo- 
graphical map which will include 
your recipient’s home. Few people 
know about these maps, and every- 
body is fascinated by them. 


>» This kind of gift takes a little ef- 
fort, but it is exactly this sort of 


effort that is recognized and appre- 
ciated. 


Sometimes, a Christmas card can 
be expanded slightly and turned 
into an interesting gift. Some of 
the spetialty manufacturers, for 
example, package plastic gadgets. 
useful as well as attractive, so that 
they become part of a greeting 
card. Ball-point pen makers, and 
pencil makers, have done the same 
thing. The clever approach takes 
your inexpensive gift out of the or- 
dinary. 

You can also find, if you search 
the markets and go through cata- 
logs, new little gifts that have not 
been seen before. There is a com- 
pany, for example, that imports 
fancy boxed matches from Italy. 
Each box has a Christmasy design, 
and they are very cheering to have 
around during the holiday season. 

Such gifts are available, and if 
you are discerning enough to find 
one, you'll find that even though it 
obviously isn’t expensive, it will be 
used, shown around and remem- 
bered. If you buy in quantities of 
any size, you can get an awful lot 
of value for $1 or less. 


These brief discussions of gift 
groups are not, and cannot be, con- 
clusive. Almost anything that is 
made and sold can be a gift if the 
recipient enjoys receiving it. The 
items mentioned here are intended 
only to start you thinking, and 
thought is the most important in- 
gredient of a successful Christmas 
gift. qc 





You, too, can become an expert balloonist 
with PIONEER’S “Advertising Balloon Fact 
Pack,”’ a handy file folder containing full 
color balloon illustrations and prices, adver- 
tising balloon ideas, ordering instructions, 
imprint work sheet and order blank. Write 
Betty Wolfe for your free copy at... 


te PIONEER utter Company 


410 Tiffin Road » Willard, Ohio, U.S.A. 


Litho in U.S.A. 


In your promotion plans 


...call fg 
quality 
balloc 
..call fo 
Qualate 


The PIONEER Rubber Company 
Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 


Dear Mrs. Wolfe: 

Please send me your FREE ‘‘Advertising Balloon 
Fact Pack’. 

Firm 


Address—_____ 


0 nee Eee 


Requested by 


A2-9595016 





no 
tricks 
just 


a sales 
either from 

our standard 
line or custom 
manufactured, 
offer thousands 
of smart sales 


promotion 


promotion slants 
for marketers 
anxious to sharpen 
their competitive 
edge. (as product- 
packages, premiums, 
special offers, 
displays or sales 
kits.) why not 

let us match our 
ideas with yours? 
direct factory prices 
justify your inquiry! 
write, wire or 
phone today. 


“suppliers to 
the airlines 
of the world.” 


natco products corporation 
1406 post road, warwick, rhode island 
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Keepsake Christmas Cards 
Add New Models to Line 


Four new models of three-dimen- 
sional “Keepsake” Christmas Cards 
have been introduced by Waterbury 
Companies Inc., Waterbury, Conn. 

The basic idea of these cards is 
in the plastic advertising specialty 
imprinted with the giver’s name and 
address—incorporated in the design. 

The new models include: 


@ a Santa Claus whose monocle is a 
spin-dial magnifier 


® a Christmas tree that glitters be- 
cause of the rhinestone-studded nail 
file that makes up the central design 
of the tree 


@ a Christmas book with a magnifier 
as the book-mark 


® an angel whose necklace is the 
chain of a luminous key tag 


The greeting message on each 
card invites the customer to remove 
the specialty and use it throughout 
the year. Prices, including im- 
printed specialty, card and enve- 
lope, start at 1742c per unit in quan- 
tity orders. All Keepsake Christmas 
Cards are sold by advertising spe- 
cialty counselors. 

Additional information may be 
obtained from Waterbury Com- 
panies Inc., Waterbury 20, Conn. 44 


Two Kitchen Specialties 
Make Goodwill 
Ambassadors 


Two new specialties, designed for 
kitchen use, incorporate the seldom- 
seen quality of “novel usefulness” 
as their primary appeal to the 
housewife. 


Egg An ingenious cook- 

Ring er for perfectly 

round fried eggs 

has been introduced by the Ess-Dee 
Industries Inc., Brooklyn. 

By putting the egg ring in the 


Fried Egg Ring . . . New specialty item 
from Ess-Dee Industries holds fried eggs 
in perfect circle shape as they’re cook- 
ing. 





SATURDAY REVIEW <“# 


Executive Desk Diary 


) 
\ 


the Mark of the Man 


who is the Master, 
not the captive, of bis bours 


A gift of distinction for the few — or 
many—most important names on your 
gift list, the Executive Desk Diary 1s, 
at last, the ultimate answer to ex- 
peditious desk management. A com- 
pletely new concept in desk diaries, it 
features a unique week-in-view organ- 
ization, a permanent recording system, 
a comprehensive almanac-type refer- 
ence section and other extraordinary 
executive aids — making this the most 
expedient desk diary ever designed 

3 luxuriously bound, gift-wrapped editions, 
$4.95, $6.95 and $12.50. Name of recipi- 
ent and/or donor may be richly gold tooled 


on the cover. Write for brochure ""B"’ and 
quantity price list. 


oui ASSOCIATES, INC 


25 W.45 Se., New York 36 e JUdson 2-0220 





BUY DIRECT 
FROM FACTORY AND SAVE ! 
ON TOP QUAL/ITY—-ADVERTISING 


00] MIN.1M 
$ 20 (PR) INCLUDES 4LINES of PRINTING 
m1) WRITE FOR CATALOGEPRICE LIST 


OIPCRAFT MFG. COMPANY 
4630 HATFIELD, PGH.!, PA- 


Tough, permanent, waterproof Vinyl Piottic 
— applied without water under all 
weather conditions. Write for free 
samples and estimate — TODAY! 


MULTI-COLOR PROCESS COMPANY 
317-25 SO. QUINCY + TULSA, OKLAHOMA 





READY-TO-USE CARTOONS 


7 Put Bounce in your Bulletins ! 5000 pro- 
“fessional repro proofs sent to you now. 
800 all-new proofs in spiral-bound Annual 
each year. B. F. Goodrich, General Mills use 
*em. Limited number Licensees each city. Free 
folder to recog. agencies and National Advtsrs. 


S 
STIVERS STUDIO - BOX 3684 - SAN FRANCISCO 19, CALIF 





8 x 10 COLOR PRINTS 
35c¢ each in 1,000 lots! 


Delivery within 3 to 4 weeks. Reproduced 
on 8 x 11 glossed sheets from 4 x 5, 
5 x 7, & 8 x 10 transparencies. Write for 
free samples and quantity rates. Grogan 
Photo Co., 2800 Bahis Street, ‘Danville, 
Iinois. 





heated frying pan, the cook has a 
fried egg with a perfectly centered 
yolk and the surrounding white 
held in a perfect circle as the egg 
cooks. When the egg is done, the 
ring can be lifted up by the handle 
leaving the egg undisturbed in the 
pan. The rings are priced at $1 for 
2 units. 

Samples and details on premium 
use are available from Ess-Dee In- 
dustries Inc., 240 E. 92nd St., Brook- 
lyn 12. 


Butter 
Ruler 


A plastic, non-toxic 
kitchen ruler from 
Racine Specialty 
Co. has raised markings to imprint 
and measure quarter-pound butter 
sticks, both regular and Western 
(short) lengths. 

The rulers are in pure white and 
can be imprinted with one or two 
lines of type. Prices for imprinted 
rulers in 3-color Poly-bags range 
from 33c each in lots of 100 to 124%c 
for quantity lots of 10,000. Bulk 
rulers, without the individual pack- 
aging, range from 29c to 9%4c each. 

An illustrated leaflet is available. 


+ + for more details circle 1015, page 141 


New Menu Specialty Idea 
Offer New Imprint Area 


A custom-printed plastic menu 
cover has been introduced to the 
field by Goodren Products Corp., 
Englewood, N.J. 

Offering a new area for ad im- 
prints, the Goodren menu cover 
is processed on the reverse side of 
heavy, clear plastic. Both sides of 
the folder are printed with a border 
effect, with the center area left 
transparent, so that a paper menu 
may be read from either front or 
back. 

The paper insert is completely 
protected by the plastic cover and 
held securely in place by static 
electricity, until time to change it. 


- for more details circle 1016, page 141 


You don’t remember us? Why, we 
sent you a pencil with our name on 
it last Christmas! 
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the 
ORIGINAL 
CLARENDON 


from 
England 


STYLES: 
CONSORT 


6 to 36 pt. 


CONSORT LIGHT 


6 to 30 pt. 


CONSORT CONDENSED 


12 to 36 pt. 


CONSORT BOLD CONDENSED 


6 to 30 pt. 


CONSORT BOLD 


10 to 36 pt. 


CONSORT ITALIC 


6 to 36 pt. 
Send for free complete showings 


Exclusive U.S. Agent 


American Wood Type Mfg. Co. 


Dept. AR 42-25 Ninth St. L. I. C. 1, N. Y. 
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Better Contrast . . 
negative, quality can often be improved. 


Sometimes the only photos you 
can get are not up to your nor- 
mal standards, but they must be 
used. Here are some ways out of 


this dilemma. 


By Charles A. Wright 

Account Executive, Public Relations 
Ketchum, MacLeod & Grove Inc. 
Pittsburgh 


Here are some typical situations 
that are likely to arise at any time 
in an agency that handles industrial 
accounts: 


® One of your client's big new ma- 
chines is doing a wonderful job in 
the wilds of the Yukon or in darkest 
Africa or at some other remote 
place. You've received a report that 
can be used in publicity and adver- 
tising, but the only pictures avail- 
able are some amateur snapshots. 


® Or the equipment you are inter- 
ested in is being used in a plant that 


52 ¢ Art & Photography 


. By making a new print from the original 


HOW TO USE 


Second- 


Prints in Combination . . 


. By combining two photos, you are 


often able to gain impact from less-than-good shots. 


won't admit an outside photog- 
rapher. The plant photographer tries 
to furnish the pictures you want, but 
his prints leave a lot to be desired. 


e® Or you engage a photographer 
who has been recommended to you, 
but you are disappointed in the pic- 
tures he turns in. Circumstances 
prevent you reassigning the job. 


So you are faced with the neces- 
sity of making the best of second- 
best pictures or using no pictures 
at all. Your pictures must compete 
with those that editors receive from 
other sources. If they are not clear, 
sharp, contrasty, and _ interesting, 
chances are they’!] land in the edi- 
tors’ wastebaskets. Retouching usu- 
ally is of little help, because many 
editors toss. out pictures that show 
signs of being retouched. 


Get the Negatives . . But all is not 
lost. Often there is much more qual- 
ity to a picture than may be indi- 
cated by the prints available. Get 
the negatives, if possible, and have 
new prints made by a photographer 


who will take the time to do a good 
job. Often you'll be surprised at 
how good they are. If you can’t get 
the negatives, it may pay to have 
copy negatives made from the prints 
available, and have prints made 
from the copy negatives. 

Several years ago we had some 
pictures made of a dredge on which 
a client’s equipment was used. Ap- 
parently the job was done on a 
dark day; at least, the prints sup- 
plied looked very dreary. Retouch- 
ing to improve the pictures would 
have been quite expensive. But on 
a hunch we turned the negatives 
over to another photographer and 
challenged him to make the best 
possible prints. Simply by using 
a more contrasty paper and by ex- 
erting a bit more professional skill, 
he was able to give us prints that 
were at least 100% better than the 
originals. 


How to Improve on Snapshots. . 
When you get prints of amateur 
snapshots, it’s almost certain that 
better prints can be made from the 





Get It All 

Often an amateur 
print loses some 
detail near the edge, 
which a new print 
can recover. 


est 


PHOTOS 


same negatives. The tendency of 
many amateurs is to take their 
film to the nearest drug store or 
to some other place that boasts of 
its low prices and quick service. 
Working for pennies, and dealing 
mostly with family snapshots, these 
places cannot be expected to take 
the time and exert the skill re- 
quired to bring out the best from 
each negative. Some of the places 
print various sized negatives with 
the same frame, cropping out any 
parts of the negative that extend 
beyond that frame. 

Recently we received some snap- 
shots of a tongs installation in Ore- 
gon. Fortunately, we were able to 
obtain the negatives and have them 
enlarged by a dependable studio. 
Some details that were “washed 
out” in the small prints showed up 
clearly in the enlargements. Even 
more important, the enlargements 
included edges of the pictures that 
were in the negatives, but were 
omitted from the small prints. Such 
arbitrary cropping often eliminates 
a detail significant to the picture. 


Intelligent Cropping Helps. . Of 
course, there are times when crop- 
ping is desirable, but you should 
have the full picture available to 
start with. Then you can designate 
the portion you want to use and 
have copy prints made of that por- 
tion only. For example, your story 
may deal with a piece of materials 
handling equipment used in con- 
nection with a large machine. The 
photograph takes in so much of the 
machine that it is hard to pick out 
the equipment you are publicizing. 
By selecting the significant part of 
the negative and having it en- 
larged to 8x10, you get a picture 
that puts across your point better 
and that can be reproduced more 
satisfactorily. 


Two Pictures on Single Print. . 
Sometimes two pictures, represent- 
ing a before and after sequence, 
tell the story much better than 
either picture alone. Of course, you 
can send them out as _ individual 
pictures, with individual captions. 


Crop it Right 

The photo on the left 
is far more effective, 
since it concentrates 
on the client's 
equipment. 


However, combining them into a 
single print, with a single caption, 
usually is less expensive and often 
produces better results. The com- 
posite gives a sense of action that 
the individual pictures may lack. 
Editors, if they wish, can reproduce 
both pictures as a single halftone. 
On the other hand, if an editor has 
space for only one picture, he can 
use either half of your composite. 


Retouch Sparingly, if at All. . 
P.R. men always, and ad men much 
of the time, should have pictures 
retouched only as a last resort. Re- 
touching costs money; often more 
than good photography. It’s foolish 
to retouch a poor print if a good 
print can be made from the same 
negative or from a copy negative. 

Often the only objection to a 
picture is that a lunch box or a bit 
of waste has been left where it 
shows, suggesting “poor housekeep- 
ing.” If the objectionable material 
is near the edge of the picture, 
chances are that it can be cropped 
out with no need for retouching. 44 


October 1959 - an ° 





How We Got the Photo 
Number 17 in a Series 


The client loved the layout, and 
that was a good starting point. It 
was built around a full-color pho- 
tograph, with the client’s product, 
a scooter specially designed for 
carrying mail, and with the apt 
name “Mailster,” on a hillside in a 
suburban community in a summer 
shower. 

The only trouble was that the 
account was handled out of the 


Weather or Not 


Philadelphia office of Erwin Wasey, 
Ruthrauff & Ryan, and it was Jan- 
uary. A look out the office window 
indicated that the snow-covered 
hills of Pennsylvania would cer- 
tainly not fill the bill. 

One could wait for June to come 
to Pennsylvania, but the ad was, 
scheduled for the July 21 issue of 
Time, and the deadline was not too 
far off. 


The light was furnished by a California spring sky, but the water 


was by courtesy of the San Mateo Fire Department. An umbrella protected the camera 


equipment during the shooting. 


for work ond play muitions depend on the products of 


_Seregnee want 


> An emergency call went to the 
San Francisco office of EWRR, and 
the problem was turned over to art 
director Jim Richardson. California 
in January would do for June in the 
East, and he went to work on the 
assignment. 

Next on the job was Tom Moulin, 
of San Francisco’s Moulin Studios. 
An hour after the call from Phila- 
delphia, he was out with a Pola- 
roid camera, scouting for locations. 
Shots taken in Marin County, Wal- 
nut Creek, and other peninsula lo- 
cations were airmailed back to 
Philadelphia. 


> There, one of the locations was 
approved, and Mr. Moulin began 
to assemble the props. Most of them 
were easy. A Berkeley mailman, 
the client’s Mailster and _ utility 
truck, and a pretty girl with an 
umbrella, to add a touch of color 
and romance, and everything was 
set. Except for one thing. There was 
no rain, and not even the sight of a 
tiny rain cloud to give hope. 

A call to the San Mateo Fire De- 
partment for help went out, and in 
a few minutes, hoses were hooked 
to hydrants, and the street was 
gently washed down for a summer 
shower. 

Two hours, and the shooting was 
over. The next day, the transpar- 
encies were on their way to Phila- 
delphia. And, in the July 21 issue 
of Time, the ad appeared. Every- 
body was happy. 44 
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SOME OF YOUR BEST THINKING has gone into Columbian® Clasp Envelopes . . . layout and copy, 
analyses and schedules, plans and estimates, drawings and photographs. . . . Gone in a mail bag or tucked under 
your arm, and safely, too, because some of our best thinking has gone into Columbian Clasp features. Size up 


your needs with our 24-size selector chart, free on request. Remember, when things are important, use a Colum- 
bian Clasp Envelope! A-5 


UNITED STATES ENVELOPE COMPANY 


Springfield 2, Massachusetts 
7 Ist . 714 Divisions Coast to Coast 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 

photos 


in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

itive. 


PRICE LIST 
8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


116-118 W. Obie St. * Chicago 10, Illinois 
Dept. 0-10 = Telephone: MI chigan 2-5651 





INTRODUCTORY OFFER! 
Complete Collection of 


aN 


; 
i 


27.203° 


Send just $1 for complete current issue 
of ART DIRECTOR'S CLIP KIT — 
world's finest ready-to-use art service. 
Regularly $8.95 a month, it saves many 
times its cost in hours and dollars. Used 
by many top-drawer advertisers. Actual- 
ly test it right in your own office, then 
if you wish to continue on a month-to- 
month subscription basis, pay only $8.95 
per month (plus oemtagat on quarterly 
invoice. Even lower annual and semi- 
annual rates. You may, of course, cancel 
at any time. Send your dollar today! 


t 
VOLK, PLEASANTVILLE 37, NEW JERSEY 
Rush current issue of ADCK for dollar en- 
the rate of $8.95 per month, | need not 
notify you. If | de not wish te continue 


subscri after receiving the current 
issue, | will simply notify you te cancel. 
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Ball Point Device 
Dispenses Rubber Cement 


No one has used a rubber cement 
brush and jar without wondering if 
there isn’t some less messy method 
of application. Devon Tape Corp., 
Mount Vernon, N. Y., has come up 
with a variation which eliminates 
brush and jar completely, borrows 
instead from the principle of the 
ball-point pen. 

The new adhesive device is called 
the Dot Gum Pen. One dot of rub- 
ber cement is released whenever 
the ball point is depressed. One fill- 
ing of the pen dispenses approxi- 
mately 5,000 dots and refills are 
available. 

Dot-adhered papers can be sep- 
arated without tearing, it is claimed. 
As with conventionally applied rub- 
ber cement, it can be removed from 
any surface by rubbing and leaves 
no stain or residue. 

The method is suggested in place 
of staples and paper clips to pre- 
vent unwieldy build-up in the files. 

Filled and ready for use, the gum 
pen has a suggested retail price of 
98c. The plastic refill, good for three 
fillings, retails for 49c. 

An ilustrated brochure, showing 
uses for the pen, is available. 

- + for more details circle 1017, page 141 


Ethics Committee Prints 
New Fair Practice Code 


A new printing of the “Code of 
Fair Practice,” defining standards of 
fair dealing between artist (or 
photographer) and art buyer has 
been published by the Combined 
Ethics Committee of Chicago. Ethi- 
cal standards for the relationship 
between an artist and his agent are 
also outlined. 

The committee is sponsored joint- 
ly by the Chicago Art Directors 
Club, Association of Art Studios in 
Chicago, the Artists Guild of Chi- 
cago and the Chicago Photographers 
Guild. 

The code will be sent upon re- 
quest by Combined Ethics Com- 
mittee, c/o Charles Bracken, Room 
450, 646 N. Michigan Ave., Chi- 
cago. 44 


Microfilm Filing Is a 
Snap With Snap-Jacks 


Filing of microfilm images to- 
gether with their accompanying 
data has been made simpler by 
means of Remington Rand’s “Snap- 
Jacks” and Snap-Jack cards. The 
Snap-Jack is a transparent tri- 
acetate folder into which the film 


The handiest color tool for 
every artist and designer... 


TRU-TONE 
SWATCH BOOK 
OF 237 


= COORDINATED 
: COLORED 


PAPERS 


For making layouts, dummies, packages, or for 
color backgrounds — this pocket size swatch 
book will save you time and guesswork. It's 
divided into 2 palettes of compatibly balanced 
colors — each palette of pigment-related colors 
that are visually perfect to use together — 237 
colors INCLUDING 30 SHADES OF GRAY! 


From the swatch book you can order full size 
18x24 sheets that will EXACTLY match your 
sample, will take all mediums and will not 
stain from rubber cement. 


TRU-TONE SWATCH BOOK $4.00 
TRU-TONE SHEET 18x24 .30 Each 


Introductory offer: Portfolio of 1 each of 237 
sheets plus TRU-TONE swatch book. 


($77.90 Value) only $69.50 


Write on your letterhead 
for 200 page catalogue of 
art supplies — ‘an En- 
cyclopedia of Artists 
Materials.” 


ARTHUR BROWN & BRO., Inc. 
2 W. 46th St. New York 36, N. Y. 





ren I 


MANY JOBS BETTER 
a oe 


Selling 
Sales Training 
Recruiting 
Service 
Public Relations 


MOTION PICTURES 
SLIDEFLMS 


We provide creative script develop- 
ment and writing; production of 
both picture and sound under imag- 
inative directors, on location and in 
our studios. To learn how we may 
serve you... WRITE OR TELEPHONE 


JOHN COLBURN 
ASSOCIATES, INC. 


1122 CENTRAL AVE., WILMETTE, ILL. 
Tel. Alpine 1 -8520 * Chicago: BRoadway 3-2310 





Presto . . Microfilm in transparent 
pocket is snapped into place on Snap- 
Jack card for easy filing and film pro- 
tection. 


is inserted. (It will accommodate 
16mm, 35mm or 70mm film.) Then 
the top and bottom edges of the 
Snap-Jack are slipped through slits 
in the Snap-Jack card, holding the 
film in place. 

The cards are die-cut so that 
some apertures are on the right 
side of the card and some on the 
left, to avoid excessive build-up on 
one side in the file. 

The cards and pockets are de- 
signed for any situation in which 
the microfilm document itself is an 
integral part of the card containing 
additional information, as in the 
case of engineering drawings, legal 
documents and product specifica- 
tions. 

Remington Rand will send sam- 
ple Snap-Jack cards and addition- 
al information. 

- » for more details circle 1018, page 141 


Mounting Press Folder 
Features Five Models 


Five models of the Seal auto- 
matic dry mounting press are illus- 
trated and described in a folder 
available from Seal Inc., Shelton, 
Conn. 

The mounting presses are rec- 
ommended for mounting photo- 
graphs, blueprints, documents, rec- 
ords, maps, charts, photostats and 
clippings. 

Features of all Seal mounting 
presses include thermostatic control, 
automatic timer, pilot light signal 
and aluminum construction. The 
models, described with specifica- 
tions, range from the Masterpiece 
(for picture framing and industrial 
work) at $344.95, down to the inex- 
pensive Junior which sells for 
$58.95. 


+ for more details circle 1019, page 141 


Now You Can ‘Rough In’ 
Fluorescence—Iin Crayon 
“Day-Glo” colors now come in 


crayon form. The new fluorescent 
crayons were introduced by Ameri- 


For Different and Effective Techniques 
CRESCENT COLORED DRAWING BOARDS 


f 


Wie . : 


CARDNR 
LAG ent 


S y 7 
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( { y @e 1240 N.H D 





Wan Lellored Waddie 
Coat Cbg Fernie / 

Alphabet. with. o Modew, Hair 
on, Acaitt Sheet, Ready to Use 
Fast — E-eououucal — Loriffereut 


Get FREE Catalog at Art Supply Store or VVrite 
ADVERTISING AIDS CO... S57 South 4th Street 
Minneapolis 1, Minnesota 


THIS ENTIRE AD SET IN 


HAND LETTERED 


ALPHABETS 
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ANY EXTREMES 
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PLaza 3-4943 
FLEXO-LETTERING CO., INC. 
305 East 46 St., New York 17 


Quickly and smoothly, in your travel, 
by modern jet airliner; in your eras- 
ing with Jet Erasers. Bring Jet Age 
speed and progress right into your 
office with these modern Weldon 
Roberts Erasers, wonderfully new and 
time-saving, unbelievably clean in 
use. Handy businesslike, luxury-tex- 
tured rubber cores in inviting, clear- 
plastic holders with pocket clip for 
executives; with whisk brush for 
typists. Holder tip unscrews so eraser 
stick can be moved outward. Refills, 
of course. 
NO. 855 TWIN JET. BRAND NEW! 
Double-ended, for dual use. Contains 
both gray and red rubber cores; 
gray for erasing typewriting and ink; 
red for pencil erasing and cleaning. 
Made with pocket clip. 
NO. 827 JET. Gray rubber core for 
erasing ink and typewriting. (No. 
8270, with whisk) 
NO. 838 BALL POINT JET. Green 
rubber core for erasing ball point ink 
and India Ink. (No. 8380, with whisk) 
NO. 825 JET. Red rubber core for 
pencil erasing and cleaning. (No. 
8250, wih whisk) 
Refills for each texture 
Ask your stationer for Jet Erasers (by style 
number above) or get the JET TRIO SET, 
827, 825, 838, with a refill for each, in at- 
tractive, clear-plastic box. 


WELDON ROBERTS RUBBER CO. 
365 Sixth Avenue, Newark 7, N. J. 
World's Foremost Eraser Specialists 
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can Crayon Co., Sandusky, Ohio, 
at the National Art Materials Trade 
meeting in New York. 

Designed primarily for accenting 
artwork and creating new color 
effects, the crayons come in eight 
fluorescent colors—fire orange, sig- 
nal green, neon red, saturn yellow, 
rocket red, are yellow, aurora pink 
and blaze orange. 

Sold under the trade name 
“Prang,” the crayons are the result 
of cooperative effort between 
American Crayon Co., the manu- 
facturer, and Switzer Brothers, 
Cleveland, manufacturer of fluores- 
cent paints, pigments and ink and 
holder of the “Day-Glo” trade 
mark. Switzer supplied the pig- 
ments used in the crayon. 

The crayons are packaged twelve 
each to a carton. One of each of the 
eight colors is included, plus a re- 
peat of the four most popular colors. 
Prang Day-Glo crayons are avail- 
able through art supply outlets for 
$1 per set. 

The crayons are non-toxic, hence 
need not be kept out of the reach 
of children. It’s just as well, too, 
since the kids really go for them. 44 


Happy Porpoise Promotes 
Florida TV Station 


WFGA-TV, Jacksonville, Fla., got 
extra mileage out of one of its re- 
cent print ads with the help of the 
station’s lively mascot—a friendly, 
personality-laden porpoise named 
“Jaxie” Jacksonville. 

Jaxie appears in all WFGA-TV 
local and national advertising. He 
has, according to station promo- 
tion manager Bill Walker, become 
one of the best-known station sym- 
bols in the country. 

In a recent WFGA-TV ad, Jaxie 


Purposeful Porpoise . 


shared the spotlight with Texize 
Household Cleaner and Texize of- 
ficials were as happy as station 
officials with the result. (Jaxie, of 
course, is always happy.) 

The ad pictured a diver washing 
out Jaxie’s tank with Texize. The 
picture was captioned “The 1,000th 
Use of Texize.” Jaxie was also in 
the picture (in fact, he took up 
most of it), swimming happily in 
the background. 

The picture was taken in Marine- 
land, Fla., with one of the Marine- 
land divers posing for the shot. 

The ad, designed to promote the 
station’s advertising sales, appeared 
in several grocery publications in- 
cluding Florida Grocer and the na- 
tionally distributed house organ of 
Piggly Wiggly Corp., food store 
chain. 

Texize, one of WFGA-TV’s larg- 
est spot television buyers, was pre- 
sented with an enlargement of the 
ad which now hangs on the wall 
in the president’s office. 44 


High Speed Color Films 
Described in Pamphlet 


A new pamphlet issued by East- 
man Kodak Co. discusses two re- 
cently announced color films: High 
Speed Ektachrome, Daylight, and 
Type B. 

The daylight type film has an ex- 
posure index of 160, which ap- 
proaches the speed of faster black- 
and-white film, while the Type B 
film is rated at an exposure index 
of 125 for 3200° K tungsten lighting. 

The four-page circular, punched 
to fit the Kodak Photographic Note- 
book, discusses the exposure and 
processing of the new film, and in- 
cludes full specifications. 

- for more details circle 1020, page 141 


. WFGA-TV ad, featuring picture of diver using Texize cleanser, 


also featured station mascot. Porpoise who appears, in some form or other, in all 


WFGA-TV ads, here appeared in person. 





neral Binding Corporation 
1101 Skokie Highway 
Northbrook, Illinois 


Sealed hor Life... 
IN 3 SECONDS! 


The Exciting New Push Button 


Now anyone can laminate right in their own organization with 
i N STA N T the new GBC instant Laminator...no special operator or training 
necessary. You encase any paper, drawing, photograph, etc. in a 
thin, transparent shield of GBC polyester plastic film in seconds. 
mA | Ni AT Oo o GBC lamination protects, beautifies, and strengthens at a fraction 
of the cost of other methods. Makes sales literature more impres- 


sive...keeps frequently handled papers clean and new looking 
Designed and engineered for office indefinitely. Impervious to dirt, grease and stain — even acid. 


and plant use...seals important business Find out how the GBC Laminator will add impact to your material... 


papers in permanent plastic finish! learn how other organizations are now making very profitable use of 
this amazing new business machine. 
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PLASTIC BOUND BOOK Fins CLASS 
VIA AIR MAIL Northbrook, Ill. 
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— Postage will be paid by — 


Instant 
: GENERAL BINDING CORPORATION 
Laminator 1101 Skokie Highway 


“FACT BOOK” Northbrook, Ill. 


PRINTED IN U.S.A. 





The GBC laminating process offers many advantages to organizations large and small. 
eee eeeiw new ae: INSTANT! 
, LAMINATOR 


Colors, drawings, copy, 
given greater brilliance 


Keeps originals forever 
SO ~ leoking clean, fresh and sharp 


MODEL L-17D 


advantages of The New GBC Instant Laminator 


Resists most liquids, 
Laminates any original up * Protects from tearing and wear shuns off ink and water 


to 17” in width by any p 
length (up to 2,000 feet) Quality GBC guaranteed You will be surprised how many 


ways you can use this brand new 
Anyone can operate it Automatic slitting to size Laminating machine in your plant 


‘ J or office. It can save you time 
Retains clarity with age Occupies less than 3 and money by protecting your 


> 5 valuable papers plus adding a look 
No special installation square feet of desk space of prestige to all kinds of sales 
necessary p literature. You're invited to send 
Prevents tampering — 


é re us any letter, I.D. card, photo- 
Push-button operation control safeguards validity graph, etc. to be “Sealed for Life”. 


Clip the reply card to specimen and 
mail to GBC today. 


/@. GENERAL BINDING CORPORATION 
wae. 1101 Skokie Highway, Northbrook, Illinois 


1 would like to learn more about GBC plastic laminating . . . 
eae ee me your FREE PLASTIC BOUND FACT BOOK and 


Be aicticthenittlintececatanitestbaieaenesnes 
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Open House vs. Parade . 


. . Even the tramp of marching feet, right in front of the 


new building, couldn’t stem the line to get into the open house. The line of waiters 


stretched halfway around the block. 


When an open house pro- 


gram, in a community of 
85,000, attracts 50,000 
visitors in two days, it’s 
worth looking into care- 


fully. 


A two-day open house at the new 
home of the Manchester (N.H.) 
Savings & National Banks attracted 
a host of very important persons. 
The VIP’s were the citizens of me- 
tropolitan Manchester. 

“The bank was built for the peo- 
ple,” bank officials explained, “and 
they will be the VIP’s right from 
the beginning.” The officials left no 
room in their detailed promotion 
plans for the customary ceremonies 
honoring outstanding citizens, since 
everyone was equal. 

Dubbed an immediate success, 
the event opened with more than 
30,000 adults coming to inspect the 
new bank structure in less than 
nine hours. It was the largest crowd 
ever to visit the opening of a priv- 
ate enterprise institution in the his- 
tory of New Hampshire, according 
to the Manchester chief of police 
who ordered in 11 extra officers to 
control traffic. The population of 
Manchester is 85,000. 


> In keeping with the banks’ dem- 


ocratic theme, ribbon cutting cere- 
monies were performed by the old- 
est living depositor, a former em- 
ploye who made her initial deposit 
in 1876. 

In keeping with the style of the 
new building, a modern touch was 
added by putting a new twist to an 
old guessing game. A glass barrel 
filied with currency was placed in 
the lobby and guests were asked to 
guess the amount. The modern 
twist was accomplished by having 
the money counted by electronic 
brains during a local television 
broadcast. 


Other special events crowding the 
open house calendar were: 


Friendly Welcome 
As the visitors came 
through the door, 
each was greeted by 
a bank employe and 
given a souvenir. 


® Special preview parties for bank 
employes and their families and for 
representatives of the press. 


e A drawing for a prize consisting 
of one day’s interest on $1 million at 
the bank’s current dividend rate of 
342%. 


® Movies of building construction, 
the finished building, bank person- 
nel and of the open house crowds 
themselves. 


® Bank tours guided by members 
of charitable organizations aiding 
four local hospitals. The banks 
made substantial contributions to 
each of the charitable organizations 
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NEW EDITION of 
EXHIBITORS’ 


where to find it 


CHICAGO 
GUIDE” 


FREE for the asking! 


WRITE OR USE COUPON BELOW 


This handy pocket guide will save 
you time and effort...make your 
Chicago visit more pleasant and 
profitable. It contains a map of the 
center of the city, addresses and 
phone numbers of hotels, restaurants, 
churches, railroad stations, airline 
ticket offices, etc.... 


PLUS—sources of supply for emer- 
gency and special exhibit needs. 


PUBLISHED AS A PUBLIC SERVICE BY 


eneral 
exhibits 
& displays 


ine. 


2109 NORTH RACINE AVENUE, 
CHICAGO 14, ILLINOIS 


EAstgote 7-0100 
Ceeeeeeeseeceeseseseeese 


GENERAL EXHIBITS AND DISPLAYS, INC. 
2100 N. Racine Ave., Dept. C, Chicago 14, III. 


Please send free__ copies of CHICAGO GUIDE 
Name 

Firm Nome 

Address . 

City ______-___Zone State 
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Officer-Clown . . . Greeting the youth- 


ful saver on the special children’s day is 
| Charles S. Nims, president ‘and treas- 


urer, and Harry B. Gilmore, trustee, who 


| doesn’t usually wear these clothes to 


work. Other officers of the bank joined 
Mr. Gilmore in clown costume to enter- 
tain the children. 


in return for the guide services of 
their members. 


© A demonstration of new weather 
forecasting equipment by a Boston 
tv weatherman. 


> An ingenious twist to the open 
house promotion was the inaugura- 
tion of a “thrift incentive plan.” 
Under the plan, a place setting of 
silverplate or stainless steel flatware 
is presented to anyone making a 
savings account deposit of $10 or 
more. With each subsequent deposit, 
the saver can acquire another place 
setting for only $2. The thrift in- 
centive plan will be in effect as long 
as there continues to be a demand 
for it. 

Banking officials attributed the 
overwhelming success of the open 
house to a promotional crash pro- 
gram which preceded the celebra- 
tion and left no stone unturned. 


> A special full-color 16-page roto- 
gravure supplement appeared in the 
New Hampshire Sunday News and 
the Manchester Union Leader on 
the two days preceding the opening. 
The supplement provided a pictorial 
preview of the new quarters and 
detailed the coming week’s special 
events. To back up the general pub- 
lic announcement, more than 30,000 
personal invitations were mailed to 
customers and friends. 

A teaser campaign appeared in 
the local newspaper the week pre- 
ceding open house. Each day a new 
section of a pictorial puzzle was re- 
vealed. When the final section ap- 
peared, it completed a sketch of the 
new bank. 


> One hundred window posters an- 
nounced the celebration from the 


windows of all retail business es- 
tablishments within three blocks of 
the center of town. Glowing 24- 
sheet posters, printed in fluorescent 
ink, were placed on major high- 
ways. 

Local radio personalities from 
Manchester’s three radio stations 
appeared both at the open house 
and at a special children’s party 
held the following Saturday. They 
broadcast day-long programs re- 
volving around the bank and its 
activities, awarding silver dollars to 
contestants who correctly answered 
questions about the bank and its 
services. 

The effort must have been worth 
while. In all, more than 50,000 visi- 
tors tourned the new home of the 
Manchester Savings and National 
Banks during the two-day program. 

44 


New Radio Tour System 
Acts as Exhibit Guide 


Guided lectures to visitors, mov- 
ing through an exhibit, are now pos- 
sible with the introduction of the 
LecTour System from McIntosh 
LecTour Inc., Washington. 

Chief component of the system is 
a tiny transistor radio. Designed to 
be worn on the person, the minute 
radio is housed in a blue case of 
lightweight Tenite butyrate plastic. 
It weighs less than 4 ounces and 
may be hung around the neck. 

As the visitor moves from area 
to area, the radio picks up pertinent 
transmissions on different channels. 
A %¥%-ounce headphone unit, sim- 
ilar to a hearing aid, helps to en- 
sure good reception. 

Complete information is available 
from McIntosh LecTour Inc., 1906 
M St., NW. Washington 6. 44 


Personal Guide . . . With transmitter lo- 
cated nearby, visitor receives talk audi- 
ble only to herself. Used in museums, 
device has applications to exhibit. 





First Sale . 


. . The first sale was racked up just five minutes after the sellathon started. 


Distributor Al Edwards, Birmingham, Ala., got the order just outside the hotel. 


Here’s what happened 
when salesmen, in a 
strange city for a sales 
meeting, were told to go 
out and sell a new product. 


Distributors for Air-Way Branch- 
es Inc., who had come to the home 
office city for a sales meeting, soon 
found it wasn’t what they had antic- 
ipated. Prepared for an afternoon 
session of the usual pep talks and 
product demonstrations, they sud- 
denly found themselves, instead, on 
the streets of Toledo selling vacuum 
cleaners. 

The company makes a vacuum 
cleaner called the “Sanitizor,” and 
the two-day sales meeting started 
off conventionally enough with sales 
demonstrations and a talk on con- 
sumer financing. The bombshell 
came at lunch. General sales man- 
ager Hal Bales announced to the 64 
assembled distributors that they 
were about to participate in an ex- 
periment. They were each to be 


given a supply of Sanitizors and 
were then to proceed through the 
city seeing how many they could 
sell between 2 p.m. and 12 midnight. 


> As the men left the dining room, 
each received a kit containing six 
sets of contracts, a finance company 
payment chart, delivery receipts, 
warranty cards, an instruction sheet 
for completing time contracts (these 
vary from state to state), a ballpoint 
pen and a map of Toledo. In addi- 
tion, they were given a few sales 
leads picked up in a recent consum- 
er contest. 

Each man was then given a rental 
car and told to (a) drive back to the 
hotel for his supply of vacuum 
cleaners and (b) get going. 

The device was no mere attempt 
to add a gimmicky twist to an other- 
wise conventional meeting. Nor was 
it an attempt to unload a few extra 
vacuums. The sales meeting had 
been called, in the first place, to 
introduce distributors to the com- 
pany’s new Model 88 Sanitizor, 
spark their enthusiasm and make 
sure they went home eager to pass 
that enthusiasm on to their dealers, 
who would do the actual selling. 


> James B. Lynn, Toledo sales pro- 
motion and advertising consultant, 
dreamed up the “sellathon,” as it 
came to be called, as a solution to 


the problem. The sellathon seemed 
to fit all the requirements. 

The Sanitizor is a domestic vac- 
uum cleaner which filters the air as 
it cleans the carpet. The product is 
sold only via home demonstration 
been salesmen—and good ones— 
and most of the distributors had 
themselves. Getting them back in 
harness and getting them to com- 
pete in the selling competition was 
child’s play. As expert salesmen, 
they were bound to do quite well in 
the sellathon, and would then be 
able to go back and tell their deal- 
ers, “We know this product is easy 
to sell. We've sold it.” 

The sellathon was scored on a 
point system with small cash awards 
going to the three top salesmen. Of 
the 64 distributors, 39 competed in 
the contest. Working against them 
were a number of factors, including 
the weather. The month was late 
fall and gusty winds were accom- 
panied by a cold rain which later 
turned to snow. The men, almost 
without exception, were strangers 
to Toledo. Besides not knowing their 
way around the city, they were un- 
familiar with Ohio finance contracts. 

To make matters more compli- 
cated, Air-Way Branches had re- 
cently converted from a branch of- 
fice sales set-up to selling through 
distributors; hence, none of the dis- 
tributors had been associated with 
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the company as distributors for very 
long. Despite these handicaps: 


© As Al Edwards, Birmingham, 
Ala., left his hotel to get into his 
rented car, he sold his first Sanitizor 
to a passerby. Not a man to be 
limited to conventional sales sur- 
roundings, he later sold another to 
a man riding one of the hotel ele- 
vators. 


® At one house, Don W. Clark, Mil- 
waukee, sold a vacuum after agree- 
ing to take, as partial down pay- 
ment, an oil painting which the lady 
artist was just finishing when he 
called. Mr. Clark then proceeded to 
sell a vacuum cleaner to Business 
Week photographer Tom O’Reilly 
who was there to cover the sellathon 
story. 


© A persistent salesman named Zen 
Wist of South Bend, Ind., closed a 
sale with a skeptical lady prospect 
after two and one-half hours. Dur- 
ing that period, he had to oblige his 
doubtful prospect with 15 dirt tests. 


® Bernie Lueders, who came to the 
conference on crutches following a 
foot fracture, refused to be handi- 
capped. He and his partner, George 
Cook, Houston, went out and sold 
three vacuums. 


® Three men, working as a team, 
grabbed a cab and made five sales 
within a six-block radius in less 
than two hours. One of the men 
was sales manager Bales who was- 
n’t even in the competition but didn’t 
want to be left out of all the fun. 


> First prize winner was Earl Ar- 
nold, York, Pa., with a total of four 
sales. 

After winning his prize, Mr. 
Arnold was still so wound up he 
went out again the next morning 
and sold another vacuum cleaner. 
He had been with the company only 
one week. 

Bernard Brochfeld collected the 
second prize. He sold three Sanitiz- 
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Surprised at Lunch 
Announcement of the 
sellathon was made 
at a luncheon, and 
everybody was a 

little taken aback. 


ors and he hasn’t admitted to this 
day whether it was through luck or 
smart thinking. Born in Poland, 
where he lived until the end of 
World War II, he suddenly found 
himself conducting his _ sellathon 
sales in a Polish neighborhood. 

On his first call, his suspicious 
prospect wouldn’t let him in the 
house. He began speaking Polish 
and suddenly the door was flung 
open. He conducted the entire dem- 
onstration in Polish and rang up a 
sale. Then he walked across the 
street to another Polish home and 
repeated the performance. 

George Holt, Eureka, Cal., the 
third prize winner, had become a 
Sanitizor fan the day he bought one 
for himself. Impressed with their 
air purifying qualities because he 
had a son who suffered from asthma, 
Mr. Holt became a Sanitizor sales- 
man himself, later a distributor. 


> In all, the 39 salesmen sold a total 
of 50 cleaners by midnight. The next 
day several of them, like first-prize 
winner Arnold, went out and sold 
some more, bring the grand total 
to 65 sales. 

The prizes were not large. Each 
winner received a cash award of 


Tally Board . . . A large blackboard kept 
track of the contest results, while the 
trade-ins began to pile up. 


$100 or the equivalent of a round 
trip fare to Toledo, whichever was 
larger. (The men had paid their 
own way to the meeting.) 

Obviously, the incentive was not 
the modest prize itself. As sales 
manager Bales put it, “These guys 
weren’t working for prizes. They 
were working against each other.” 

In so doing, they proved them- 
selves to be master salesman, 
worthy of training the dealers to 
whom they re-sell or consign the 
merchandise. They proved, too, that 
there’s no substitute for enthusiasm 
in putting over a sale. And it is 
better if the distributor is allowed 
to generate that enthusiasm for him- 
self; better, by far, than to sit in a 
smoke-filled room listening to some 
one else telling him why he should 
think Sanitizors are great. 44 


Successful Exhibiting 
Helped by New Booklet 


What is “successful” exhibit plan- 
ning? According to “Come To The 
Fair,” a guide manual for show par- 
ticipation issued by The Displayers 
Inc., successful exhibit planning is 
“the ability to organize its corre- 
lated activities before, during and 
after show-time.” 

A well-organized, comprehensive 
manual, “Come To The Fair” takes 
the reader on a step-by-step tour 
of the planning and details neces- 
sary in exhibiting. 

Among the subjects covered in 
the booklet are descriptions of the 
types of exhibits currently avail- 
able, designing the exhibit, the se- 
lection of the right booth staff, pub- 
lic relation aspects, installation, dis- 
mantling, and post-show evaluation. 

A trade show checklist at the 
back of “Come To The Fair” covers 
everything from instructions to the 
exhibit builder to the ordering of 
food and beverages for hospitality 
suites. 

Copies are available. 

. « « for more details circle 1001, page 141 


Detroit Bank Exhibit 
Sells Banking to Public 


The public relations function an 
exhibit can achieve was emphasized 
in a three-dimensional display cre- 
ated for The Detroit Bank & Trust 
Co. 

Entitled “You and Your Bank,” 
the exhibit explained banking’s role 
in American economy by personal- 
izing its service to the viewers. 

Through three audience-partici- 
pation panels and a continuous col- 
or-sound motion picture, the exhibit 





Valuable exhibits like this precision scale 
model need Mayflower's moving skill. 


Expert Handling of Model of Generator 
Prototype Impresses Westinghouse 
and Industrial Models, Inc. 


America’s Most Recommended Mover 


@ No need to risk having an investment of thousands of dollars lost through 
damage or late arrival. That’s why both customer and display builder agreed 
this valuable model should be “entrusted to Mayflower.” Experience proved 
there was no better way to ship such an important and elaborate exhibit. . . 
both were more than satisfied with the way Mayflower protected it. 

Isn’t this a significant tip for you when exhibits, high value equipment or 
household goods of your personnel need to be carefully moved? 


The nearby Mayflower warehouse agent is the most competent man you'll 
find to help you. Why not call him soon! 


AERO MAYFLOWER TRANSIT COMPANY, INC., ¢ INDIANAPOLIS, INDIANA 
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pointed out the bank’s silent part- 
nership in home and auto owner- 
ship plus its contributions to the 
growth of new business and new 
jobs. Actual case histories of small 
business concerns’ expansion 
through the use of banking facilities 
were shown in the motion picture. 

The first showing of the exhibit 
was promoted by invitational ad- 
vertisements sent to thousands of 
office employes in the vicinity. 

Written in shorthand, the invita- 
tions offered baby orchids to those 
women visiting the exhibit in the 
bank lobby. 

The display was designed and 
produced by Ross Roy Inc., the 
bank’s advertising agency, in con- 
junction with Minge of Professional 
Art Studios and National Dealers 


| Display Inc., all of Detroit. 44 


Episcopalian Church Ideals 


| Given Mobile Promotion 


Perhaps a promotion “first” is the 
mobile bus exhibit prepared by the 


| Promotion Department of the Na- 


tional Council of the 
Church. 


The exhibit is called the “Epis- 


Episcopal 


| copal Motorama” and is designed 


to communicate something of the 

Church’s meaning and work to 

viewers throughout the country. 
It was launched in North Dakota 


| on the observance of the 100th an- 
| niversary of the Episcopal Church. 
| During 
| state, 

| panel devoted to the Church’s his- 


its travels through this 
the exhibit will have one 


tory and work in this area. 
In October when the Motorama 


| leaves North Dakota to tour an- 
| other state, the state panel will be 
| removed and another substituted to 
| represent the new touring area. 


The rest of the exhibit pertains 


You and Your Bank 
3-D exhibit for Detroit 
Bank & Trust Co. ex- 
plains how today’s 
banking role in Amer- 
ican economy. 


to the Church’s national and inter- 
national history and working pro- 
gram. Free literature, relating to 
each exhibit panel, will be avail- 
able to the exhibit’s viewers. 
The exhibit was designed by Ed- 
ward H. Burdick Associates Inc., 
New York. 44 


Slides Give Showrooms 
Warehouse Dimensions 


The use of color slides and a rear 
screen projector at a recent furni- 
ture show gave one showroom the 
capacity of a warehouse. 

The technique was demonstrated 
by Alderman Studios with the use 
of a rear screen projector developed 
by the Group Communications Div., 
Teleprompter Corp. 

The studio, which is one of the 
largest photographers of home fur- 
nishings in the country, redesigned 
its space in the southern spring 
furniture show to demonstrate 
“Automation in Selling.” The color 
slides were changed on an automa- 
tic projector and included close-ups 
of room scenes, blankets, bed 
spreads and rugs projected on a 
“light as day”, 6x8’ screen. 

According to Teleprompter, this 
display method can show the com- 
plete stock carried by a dealer 
minus the expense and _ storage < 
space necessary for multiple sets 
and background displays. As a win- 
dow display, the method can attract 
shopping traffic in the daytime and 
sell for the next day during the 
night. 

“Visual displays, such as these,” 
said a Teleprompter spokesman, 
“have the advantage of creating a 
lasting impression on the viewer’s 
mind particularly during hours 
when the dealer is closed. This im- 
pression will carry over and bring 
the viewer back. 44 





How an Agency uses 


-\ gh 
gs 


An executive of a leading advertising agency 
spells out the role of videotape in producing 
television commercials for its clients. 


By Alexander Cantwell 

Head of Radio and Live TV Production 
Batten, Barton, Durstine & Osborn 
New York 


With just a few exceptions, the 
live commercial for a network show 
is practically extinct at BBDO. 
About the only way we use live 
commercials now are for personality 
type shows where the main ingre- 
dient of the commercial is its in- 
tegration with a prominent per- 
sonality like Dave Garraway, Garry 
Moore or Bill Cullen. With these 
exceptions, BBDO has not produced 
a live commercial on a network 
show in about eight months. 

So tape has replaced live as pre- 
dicted. But the big question re- 
mains: will tape replace film? 


> I would like to give you a chro- 
nology of tape activities at BBDO 
for about one month. I will confess 
that this was our busiest tape month 
of the year, and is therefore a 
loaded statistic, but I might add 
that I expect this to be an average 
month next season. 


March 31 .. Armstrong Cork Co. 
taped three commercials for the 
“Armstrong Circle Theater.” Arm- 
strong formerly used live commer- 
cials almost exclusively, but early 


This article is adapted from a presentation 
made at the Miami Beach convention of 
the Society of Motion Picture and Tele- 
vision Engineers. 


last year it had decided to make a 
substantial number of film commer- 
cials, principally for their residual 
value. In the middle of this film 
project it became possible to repeat 
tape commercials, and Armstrong 
switched the remainder of its com- 
mercials for the year to tape. At the 


present time it has no future plans 
for film. 


April 1 . . United States Steel pro- 
duced a commercial for the Steel 
Hour at KDKA in Pittsburgh. This 
particular commercial had no sig- 
nificance since it was a unique sit- 
uation where the people involved 
in the commercials could not leave 
Pittsburgh. If it were not for tape, 
it would probably have been live. 
But in the past few months, Steel’s 
over-all tape activities have in- 
creased tremendously, and there 
has been a corresponding decrease 
in its film activity. It still uses con- 
siderable film, but what the pattern 
next year will be is difficult to pre- 
dict. 


April 3 . . We taped a commercial 
for Hit Parade cigarets. This re- 
placed a film commercial. However, 
it is likely that the nature of this 
commercial would have made it a 
live commercial replacing film, so 
there is no significance here. 


April 4 .. The Jack Benny pro- 
gram was taped for broadcast the 
following day. This particular show 
would undoubtedly have been live. 
However, Jack does occasional film 


shows so that he can repeat them 
in the summer. It seems logical that 
some of these programs might be 
put on tape next year. 


April 7 & 8 .. General Electric 
taped two commercials for “The 
General Electric Theater.” This G.E. 
tape activity is significant. Until a 
few months ago, G.E. has been us- 
ing film for its institutional progress 
reports (commercials) for almost 
three years. Prior to that it had 
used a mixture of live and film. 
This fall it entertained the idea of 
substituting tape for film. The eco- 
nomics were attractive enough to 
warrant a test, which was so suc- 
cessful that tape is now an im- 
portant factor in scheduling of com- 
mercials. As a matter of fact, it 
seems likely that next year it will 
use more tape than film. Even more 
significant is G.E.’s activity in the 
programming area. The General 
Electric Theater has been an all 
film show for almost three years, 
but next year, 10 of the programs 
will be on tape. 

Also on the 8th, United States 
Steel taped an entire show for 
broadcast on May 6. This was a 
convenience taping. 

On the same day, Pittsburgh Plate 
Glass taped a commercial remote 
from Idlewild Airport. Because no 
tape mobile unit was available, it 
was produced with a regular re- 
mote camera truck, with the signal 
microwaved to the CBS tape cen- 
ter in Manhattan. This commercial 
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involved an edited sequence of run- 
ning shots of automobiles, and 
would certainly have been on film 
if it were not for tape. 


April 10 . . We taped another Hit 
Parade commercial. 


April 12 & 13 .. We taped 10 com- 
mercials for Westclox. Three were 
for “Meet Me in St. Louis” and 7 
for “Name That Tune.” These would 
probably have been live, although 
they might have had some film in- 
serts. This consolidation of tape ac- 
tivities for Westclox was a dramatic 
example of the amount of money 
that can be saved by tape over live 
production by consolidating below- 
the-line cost. We estimated that the 
same commercials, produced live, 
would have cost 40% more than 
they did on tape. 

Also on April 13, there was an- 
other milestone when BBDO used 
a film company for a taped com- 
mercial for the first time. Five com- 
mercials for Du Pont Fibers were 
produced at Elliot, Unger & Elliot 
with excellent results. EUE, now a 
subsidiary of Columbia Pictures, 
proved to be as reliable in tape as 
they were and are in film. Film 
companies which have been de- 
bating about whether to get into 
tape might ponder this development. 


April 14 .. Armstrong Cork Co. 
again taped four commercials at 
CBS. 


April 15 . . More G.E. commercials 
at CBS. 


April 16 . . Pittsburgh Plate Glass 
again, with three commercials that 
would almost certainly have been 
film, since they involved a frozen 
action pop-on scene that certainly 
couldn’t have been live. Pittsburgh, 
by the way, has also shown an in- 
crease in tape commercials for the 
last few months, again with a corre- 
sponding decrease in film activities. 


April 17 . . We taped three Philco 
commercials for “Meet Me in St. 
Louis.” These would probably have 
been live with film inserts. The film 
inserts were location shots of a 
beach that we could possibly have 
duplicated in the studio, but quite 
frankly, we didn’t think we could 
get the feeling of beach and sand 
as well as a film crew in Florida 
could. If there were enough tape 
mobile units, we would probably 
have done the beach scene on tape 
as well. 


April 20 & 21 . . We taped insert 
scenes for “Meet Me in St. Louis.” 


April 22 . . Another General Elec- 
tric commercial. 
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April 23 . . We taped insert scenes 
for “The Browning Version,” the Du 
Pont Show of the Month. 


Please bear in mind that these 
are recording days only of commer- 
cials and programs produced in our 
New York office. If we were to 
consider broadcast play-back dates 
as well, we can say that somewhere 
in New York every day of every 
week that month, there was a video- 
tape recorder running with a BBDO 
show or commercial. 


> What have we learned from this 
experience? For one thing, I per- 
sonally have learned to reserve the 
right to change my mind any time 
someone persuades me to give an 
opinion on the future uses of video- 
tape. 

The most significant use of video- 
tape from an agency’s standpoint 
is for commercials. Let me give you 
a few examples of how we use it. 


® On the Miss America Pageant for 
Philco in September, 1958, we had 
to do 12 minutes of commercials for 
the two-hour show. It took us 17 
hours to tape these 12 minutes. It 
would probably have taken us long- 
er to produce them live and to bring 
them to perfection by broadcast 
time Saturday night at 10. 

This would have meant that the 
talent, engineers, stagehands, etc., 
would have had to start working on 
the commercials for Saturday’s 
show on Friday. Obviously, we 
wouldn’t have got much perform- 
ance from people who had been 
awake for 24 hours preceding the 
broadcast. 

These commercials are a good ex- 
ample of tape solving a problem as 
no other technique could. Film 
would have been enormously ex- 
pensive for the one time use of 
these lavishly conceived commer- 
cials. Live production was virtually 
impossible. 


® Campbell Soup entered day-time 
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There is something about that man 
that bothers me. 


television this past year faced with 
the prospect of live commercial pro- 
duction for the first time in years. 
By using tape, we got the safety of 
film and the flexibility of live at 
cost lower than either one. We esti- 
mated that the commercials would 
have cost $900 each to produce live. 
By consolidating 11 on a single tape 
shooting day, we brought the cost 
down to $500. 


® Tape has been particularly use- 
ful for commercials in “specials.” 
In a spectacular show, the commer- 
cial must be spectacular, too. The 
type of production used for Sheaffer 
Pen, Westclox, Philco and Rexall 
would have been prohibitive in cost 
for one time had we used film, and 
extremely risky live, because of 
their special effects. Tape was the 
unique answer. 


> This is all network use. The sur- 
face has scarcely been scratched in 
the use of tape on local stations. 
When enough stations have video- 
tape recorders, there is no reason 
why tape cannot be shipped for 
spot use, just as film is today. 
But even more interesting is the 
reverse, when local stations make 
spots and send them to us for ap- 
proval. We will then be able to 
make local live buys, with some as- 
surance that what we buy is put 
on the air. Up to now, if a client 
wanted the additional values that 
live local personalities bring to some 
commercial campaigns, he could 
check the delivery of the commer- 
cial message in ways that were 
either unsatisfactory or expensive. 
If the account were large or 
profitable enough, the agency might 
send a producer into local markets 
to spot check the local commercials, 
or the station could send us an au- 
dio tape or a written transcript or 
a locally-made kinescope. These 
could give us a rough idea of the 
commercials. But none of these was 
adequate to tell the agency and the 
client what the viewer actually saw. 
But now a local station equipped 
with a videotape recorder can send 
us either a pre-recording or a post- 
recording of the commercials. In 
some cases, the advertisers may in- 
sist that the station pre-record the 
commercial and send them in for 
approval before broadcasting. 


> Videotape has created some in- 
teresting man power problems. If 
a live show was on Thursday night, 
you knew it would be produced 
Thursday. So perhaps you’d spend 
Wednesday and Thursday at the 
studio on a carefully pre-arranged 
schedule. 

But now that it is possible to tape 





Charm your customers 
with fine printing on 


Hammermill 
Opaque 


When you want to print deep, rich colors— 
show subtle details—Hammermill Opaque is 
the choice. Its distinctive radiant whiteness 
makes product illustrations glow with life. 
Hammermill Opaque’s higher opacity re- 
duces show-through, too. How does it handle 
black and white? Turn the page to see. 
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you may find yourself taping a 
Thursday night broadcast on Sat- 
urday or Sunday at 10 a.m., or Fri- 
day at 6, or Tuesday at 3 am., or 
some other ridiculous hour. This 
situation makes it difficult to sched- 
ule a producer’s activity, because 
he could be taping a show or a 
commercial on any day of the week. 

As a matter of fact, the so-called 
convenience of tape has proven to 
be convenient for everyone but 
producers. We have worked more 
nights and weekends than we ever 
did in good old-fashioned live tele- 
vision, but it’s a small price to pay 
in return for the excitement of 
opening new frontiers in broadcast- 
ing. 44 


CHART-PAK Transparent Tapes made this 
projectable chart in 12 minutes 15 seconds 


shows and commercials in advance, 
| 
} 


HOW LONG 4 | 
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DRAW IT? 


. / DU s, transparencies and io as well as 
for identification. Will not Sbscure suatvetal underneath. In red, blue, green 
and yellow, precision slit 1/32” to 1” wide, with pressure-sensitive adhesive 
backing guaranteed not to melt. Write for full details or see your Chart-Pak 
dealer. He's in the Yellow Pages under “Charts-Business.’’ 


Value of Communications 
Stressed in New Film 


The bewildering complexities we 
face in trying to communicate with 
each other are vividly portrayed in 
a 14-minute, color motion picture 
produced by Henry Strauss & Co., 
New York. 

Titled “More Than Words,” the 
film is a combination of animated 
and live sequences, aided by a dis- 
cussion leader’s outline which cor- 
responds to the pictures. The film 
explores some of the dangers of 
misinterpreted communications and 
stresses not only the importance of 
clear understanding but the factors 
of “climate” and emotional barriers 
that are apt to affect the inter- 
change. 

Rather than offering any pet for- 
mula for better understanding, 
“More Than Words” shows that 
“communications” is not just a 
management catchword, or a tech- 
nical method of transmitting mes- 
sages, but a two-way exchange that 


CHART-PAK saves time. ..saves money! 
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THE TAPE METHOD OF DRAFTING 


USED BY 
Armour & Co. 
Bamberger's 

Bank of St. Louis 
Borden Co, 

A fabulous ...compact magnetic tape recorder of unlimited uses, C.B.S. 

weighing under 6 pounds... It records and plays back INSTANTLY Chevrolet Motor Co. 
any message from 15 seconds to 4 minutes... continuously or at Chryster Corp. 

any pre-set interval. Completely automatic. Operates on AC current. 


Numerous activating devices avail- 
able to suit any display application. 


TO SKYROCKET SALES... SAY IT WITH A MESSAGE REPEATER 


Push button release 


MOHAWK MESSAGE REPEATER 


The Super Salesman...For Talking Displays 


takes place between people rather 
than something that simply goes 
from one to another. 

Price for the film with the lead- 
er’s guide and the illustrated study 


“More Than Words” . . . Daring art 
techniques in communication film shows 
how expressions, gestures, etc., can pro- 
duce a variety of response patterns to 
the same words. 
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On-Off switch and 
volume control for 
low-to-long range 
loudspeaker play- 


for automatically 


erasable cartridge, 


tape. 


Easy to operate — 
just set this switch 
on ‘‘record,’’ talk 
into microphone, 
turn to ‘‘play,”’ and 
listen to your own 
message. 


Manual starting 
switch, 


For Free Sales Booklet 
or demonstration ’ e 
Glenmore 5-9570 or 
write... 


Powerful internal 
speaker, 5” diam- 
eter, gives Hi-Fi 
playback. 


You can plug ex- 
ternal speakers and 
amplifiers in here. 
Can be used as the 
voice of a public ad- 
dress system. 


Jack for plugging in 
microphone to make 
your own recordings. 


Socket for plugging 
into AC current. 


Warning light for 
proper recording 


fei : 


aie. 


F.W. Woolworth 
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c-o-e EXECUTIVE 


The Visual Sales Aid That 
PUTS YOUR STORY ACROSS! 


Demonstrate r services, your products 
EFFECTIVELY, DRAMATICALLY with the C.0.C. 
EXECUTIVE Projection Table Viewer. You 
stimulate interest, create excitement, be- 
cause the truly portable C.0.C. EXECUTIVE 
is the most intelligent sales tool for busi- 
ness, industrial, educational or advertising 
use. Set it up in 3 seconds for group view- 
ing, in fully lighted rooms. Easy to carry, 
simple to handle. 

© Precision optical system « Patented 8 x 8 
Lenscreen for wide-angle viewing « Automatic 
Airequipt slide changer ¢ Up to 36 2 x 2 slides 
per magazine ¢ Rugged, self-contained alumi- 


num unit « AC-DC, 100-125 volt « Smaller than 
briefcase, only abt. 6 Ibs. 


WRITE NOW for Illustrated literature! 
aioe 4 
ELIE 

A Division of Camera Optics Mfg. Corp. 


POR ATO Cs 
Long Island City 5, N.Y 


You Get Things Done With 


Boardmaster Visual Control 


aan nee 


Parsee od 
ao aoanad’ 


£ : nan 


Te 
re & 
ae 
lt Tt 


_.. 


’ RTE 


Gives Graphic Picture of Your Operations— 


Spotlighted by Color 


Facts at a glance — Saves Time, Saves 


Money, Prevents Errors 


Simple to operate — Type or Write on 


Cards, Snap in Grooves 


ideal for Production, 


Traffic, 
Scheduling, Sales, Etc. 


Made of Metal. Compact and Attractive. 


Over 400,000 in Use 


Complete price *49°° including cards 





Inventory, 


booklet is $185. Previews are avail- 
able on request at $17.50 from Henry 
Strauss & Co., 31 W. 53rd St., New 


York. 44 
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Audio Visual Field Reaches 
Big Business Status 
Despite 1958’s recession, the au- 


dio-visual field hit a dollar volume 
of $255 million, according to an ar- 


| ticle in a recent issue of the Jour- 
| nal of Society of Motion Picture and 


TV Engineers by John Flory and 


Thomas Hope, Eastman Kodak Co. 


A breakdown of the total $255 


| volume reveals the major amount 


of this sum — $150 million — was 


spent on business and industry films 
| and equipment. The 
amount was spent in the following 
| areas: 


| @ $48 million . . 
eral, state and local) 


remaining 


. government (fed- 


| @ $27 million... educational groups 


@ $15 million . . . religious groups 


© $ 8 million . . . civic, social wel- 
fare and recreational groups (fra- 
ternal, youth service, public librar- 
ies, etc.) 


© $7 million .. 
groups 


. medical and health 


These figures include motion pic- 
ture and filmstrip production, re- 
lease prints, distribution costs, 


equipment purchases (primarily 16- 
mm sound projectors), and other 
audio-visual materials and equip- 
ment such as filmstrip projectors, 
2x2 slides and projectors, which are 
used professionally, overhead trans- 
parencies and _ projectors, and 
opaque projectors. 

Approximately 37° of the total 
volume in the over-all audio-visual 
field went to the production of mo- 
tion pictures and filmstrips. The re- 
mainder went to film production, 
release prints, and print distribu- 
tion. 

Also included in the articles are 
figures on projector sales, film dis- 
tribution, and audience figures. 44 


Visibility Wall Chart 
Aids Type Size Selection 


Selecting the proper typeface size 
and style for audience visibility is 
eased with the introduction of a 
new wall chart from Oravisual Co., 
St. Petersburg, Fla. 

The chart shows lines of type 
ranging from 2” to %” in size and 
lists the maximum distance the back 
row of the audience should be to 
read the message. The distances 
given in the chart are based on the 
average vision of a number of peo- 
ple varying in age from 21 to 65. 
Also included are tips on type styles 
and spacing for maximum visibility. 

- for more details circle 1002, page 141 


24-PAGE BOOKLET No. R-100 | 
Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street © New York 36, N.Y. 


The Gang From Lestoi!l . . . Popular stars of the animated Lestoil commercials, the 


“Emulsified Dirts’’ join in singing anniversary greetings to Jacob Barowsky, president 
Adell Chemical Co., manufacturer of Lestoil. Special film was made by Robert Law- 
rence Animation, New York, producer of the product’s animated tv spots. Film was 
shown at Adell’s 25th anniversary celebration. 
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C is for Care. We make paper for people who care. Admittedly, there are fewer of these particular paper 
purchasers than there are of the ordinary run-of-the-mill variety. However, we’re happy to say there are 
enough to keep our machines humming busily producing Plover Bonp. This visibly better letterhead 
paper is deliberately crafted for care-ful users. The finest ingredients and crystalline water (purest paper-mak- 


ing water in the world, we’re told) are blended with dedicated craftsmanship to produce PLover Bonp. 


If you care enough to have your letterheads (envelopes and business forms, too!) look their best, we suggest 


you carefully choose Plover Bonp. Whiting- Pua a Paper Company, Stevens Point, Wisconsin. 


the visibly better letterhead paper 


ANY LETTER LOOKS BETTER ON PLOVER BOND 


BETTER PAPERS ARE MADE WITH COTTON FIBER 
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In a radio or television 
commercial, the musical 
background must carry its 
share. These simple rules 
will help you increase the 
effectiveness of your spots. 


By Jim Ellis 
President, Plandome Productions 
New York 


The use of music in itself in tv 
commercials doesn’t necessarily im- 
prove the sales impact. It’s how the 
music is conceived and used that 
will determine the commercial’s ef- 
fectiveness. 

These views are borne out by a 
1958 Schwerin study of 350 one- 
minute commercials. Using 100 as 
the effectiveness index, Schwerin 
Research Corp. found that commer- 
cials with a jingle scored 96, where- 
as commercials without a jingle 
scored 101. 

The study showed that the amount 
of time devoted to the jingle had a 
definite bearing on the commer- 
cial’s effectiveness. What the study 
did not show are the five cardinal 
sins of music conception and pro- 
duction which can weaken, rather 
than strengthen, a commercial. If 
these pitfalls are avoided and the 
music is well-tailored to the com- 
mercial’s requirements, obviously 
the music will not only accentuate 
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Make your Music 
Fit your Story 


and underscore the strong selling 
copy points but it will also add to 
the memorability and impact of the 
commercial. 


> The preliminary results of a Plan- 
dome study, comparing the effec- 
tiveness of varying musical com- 
mercials, reveal these as the five 
most serious pitfalls to be avoided 
in producing an effective tv com- 
mercial: 


1. Allowing personal taste to set an 
arbitrary pattern. . . One such ex- 
ample occurred in a recent commer- 
cial played within a musical tv show. 
This commercial featured merely a 
boy and girl singing a plain tune in 
the background according to one 
adman’s_ specifications. However, 
coming during a musical show, such 
a slim musical rendition tended to 
degrade the commercial and reflect 
poorly on the client — one of the 
mighty corporations leading For- 
tune’s 500 list. 

The musical producer on the jeb 
realized that the program during 
which a commercial will be shown 
has an effect upon all the creative 
components of the commercial. 
However, his views were overruled 
and the commercial suffered. 


2. Musical cliches. . . One of the 
worst offenses is the predilection 
for putting commercial words to 
popular tunes which they all too 
often do not fit. 

“Some ad men feel that the tie-in 
with a well known property neces- 
sarily reflects glory upon their prod- 


uct,” says Sammy Spear, our musi- 
cal director. “This is not necessarily 
true unless the musical property is 
singularly suited to the product and 
its image. The use of a popular or 
show tune with more or less vapid 
commercial lyrics may actually be 
an irritant to the viewing audience.” 

One commercial that scored low- 
est in viewer popularity, according 
to the study, was a commercial for a 
major men’s product built entirely 
around a hit show tune. The tune 
itself still ranks at the top of the 
popularity list. The commercial is at 
the bottom. 


3. Music for music’s sake but unre- 
lated to the product. . . Like all 
components of a commercial in- 
cluding art, photography and tv op- 
ticals, music, too, must be scored 
with the product in mind. 

The effective as well as creative 
music producer must key the com- 
mercial score to the product, its use, 
the sales points and the impression 
to be created upon the audience. 

Commercials that scored highest 
in terms of creating a favorable im- 
pression upon the viewer were those 
where the music carried the com- 
mercial theme and copy point. Mus- 
ic can’t tell you about “aluminum 
lined brakes” but it can tell you 
about their performance. 


4. Bad mix of voices, music and 
sound ... Even the best score can 
be weakened by injudicious mixing 
of the varying sound components. 
Yet sometimes after a client has 
paid for a specially tailored score to 





enhance his commercial’s effective- 
ness, he will have the music mixed 
at such a low level that the an- 
nouncer’s voice overpowers the 
audience. The balance of message 
and mood is lost. 

To avoid an imbalance during the 
recording itself, we have applied 
the following technique: while the 
musicians are playing, the film com- 
mercial is shown on a screen in full 
view of the director and the musi- 
cians. At the same time, our musi- 
cal director, while conducting, list- 
ens with earphones to the announc- 
er’s voice as it will be heard in the 
final commercial. 


5. Mistaking commercial music for 
show business or the pop field. . . 
The use of a big name has never 
guaranteed commercial effective- 
ness, be it on the level of a star en- 
dorsement or in the use of a big 
ASCAP name for the scoring of the 
music. All too often the Broadway 
composer cannot shift gears to the 
one-minute form, let alone to the 
importance of keeping product con- 
siderations in the foreground while 
scoring. 

No one would expect Hemingway 
to write a superb cigaret commer- 
cial. Yet occasionally people forget 
that scoring for tv commercials is a 
truly specialized field, as different 
from writing show or pop tunes as 
copywriting is from writing plays 
or novels. 44 


Retail Closed-Circuit 
Available on Lease Basis 


A new type of closed-circut tv 
system, available to retailers on a 
lease basis, is described in a rate 
ecard from Grimson Color, New 
York. 

The basic components of the new 
system, known as “Scanoscope,” in- 
clude a tv camera with wide angle 
lens, power supply, wide screen re- 
ceiver, and connecting cables. Any 
combination of additional cameras 
or picture-viewing receivers can 
be added to this basic system. 

Once the system is set up, it en- 
ables the retailer to stop traffic 
passing by his window or depart- 
ment display by televising every- 
one walking into the range of the 
camera. 

Suggested applications include 
store openings, trade show exhibits, 
window displays, product demon- 
strations, fashion shows, merchan- 
dise display and “live” promotions. 

The system can be leased for ap- 
proximately $30 a day on a month- 
ly basis. Rates are proportionally 
higher for weekly or daily use. 
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BIG 


‘ 


e — 
in between 


The extraordinary range and flexibility of 


Warwick/Fotosetter composition is daily 


saving time and money for advertisers 
throughout the country. 


There’s no better way to set sales presentations, 


jumbo charts or anything requiring oversize 


type or the smallest readable type for 


drug labels and pharmaceutical products. 


Investigate today. ..send for free 


type book showing the most comprehensive 


collection of Fotosetter faces available. 


Overnight by Air 
from most of the 
United States 


Jtiglelie, (Mc urnror 


COMPANY 
633 Plymouth Court, Chicago 5, Illinois 
525 E. 81st Street, New York 28, N.Y. 


WARWICK rTypoGRAPHERS, INC. 


920 Washington Ave., St. Louis 1, Mo. 


CALCULATORS 
for faster selling 


Graphic Calculators quickly and 
easily solve problems connected with 
the use or selection of your product 
or service. Precision made of 

paper or plastic (but low in cost), 
they simplify even complex 
operations. For example, the model 
shown calculates weight per 1000 
pieces for any given size of 8 alloys. 


FREE SAMPLES: A note on your 
company letterhead will bring you 
sample Graphic Calculators and 
full information. 
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How Direct Mail Introduced a 


In Montreal on September 14, Talon inc. received the DMAA Gold 
Mail Box award for the year’s outstanding direct mail campaign. 
Here's the story behind the winning entry, which parlayed five un- 
usual gimmick mailings pius a parallel series of business paper ads 
and follow-up letters into a major sales success. 


A direct mail campaign that in- 
troduced a new product so success- 
fully that it is expected to dominate 
its market a full season ahead of 
expectations won the DMAA Gold 
Mail Box award for the best single 
direct mail advertising campaign of 
the year. 

The campaign, entered in the 
$50,000 or more” category, was sub- 
mitted by Richard F. Powers Jr., 
director of advertising and pub- 
licity, Talon Inc., New York. De- 
sign credit goes to KGA Inc., New 
York. 


> The objective of the campaign was 
straightforward enough. Talon had 
a new, premium-priced product, 
Little-Zip, lighter and stronger than 
the heavier zippers. The campaign, 
started in January 1959, was di- 
rected to 1,200 dress trouser manu- 
facturers, plus a selection of key 
retailers. Its aim was to make the 
older, heavier trouser zipper con- 
sidered old-fashioned, and to build 
up a demand for the 
bulky closure. 


new, less 


The meat of the campaign was 
contained in a series of five three- 
dimensional mailing pieces, which 
were sent out at three-week inter- 
vals during the selling season. But 
the kick-off was a four-page fold- 
er, adapted from an ad which had 
been run in the business press. This 
folder, in two colors, 1034x17”, was 
mailed to all key garment manu- 
facturers, and broke the news about 
the new product. At the same time, 
salesmen were briefed on the prod- 
uct, with a presentation that listed 
all Little-Zip benefits. 


> With the stage set, the first mail- 
ing went out. It was a miniature 
dictionary, 34%x2%4’’, 512 pages, set 
in a box which carried, in diction- 
ary style, the definition of “little- 
zip” listing the product benefits. An 
actual sample was inserted as a 
bookmark, giving the recipient an 
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opportunity of handling the prod- 
uct. 


® The second mailing was a 4” 
dinosaur paperweight. The sales 
message was contained in a book- 
let which told, in interesting and 
entertaining manner, why ponder- 
ous dinosaurs and heavy zippers 
were obsolete. Here, again, a sam- 
ple was included. 


@ Three weeks later the third mail- 
ing went out. It was a magnifying 
glass, 634” long, with its own built- 
in illumination. The copy urged the 
recipient to use the magnifier to 
examine the enclosed sample of 
Little-Zip and discover for himself 
its superior qualities. The glass 
could be used as a thread counter 
by most of the men on the mailing 
list. 


® Mailing number four was a one- 
ounce jar of caviar. The lid of the 
jar carried a slogan “The Taste of 
Kings is Everyman’s Dish” and the 
cardboard wrap-around unfolded to 
look like a red carpet. 


e The final mailing was a miniature 
cap pistol, 34%” long, and the ac- 
companying folder told of Little- 
Zip’s new position as top gun in 
men’s fashion. A supply of caps for 
the pistol made it useful as a work- 
ing toy for the kids. 


> The series of mailings was backed 
up by parallel series of business 
paper ads and follow-up letters. 

The ads used the themes estab- 
lished for the direct mail program. 
Schedules were coordinated so that 
the insertions ran to coincide with 
the mailing dates of the dimensional 
mailers. 

The follow-up letters were also 
keyed to the individual mailings. 
They were designed for use by the 
salesmen to further the impact and 
continuity of the mailing program. 
Each salesman sent them out to his 

+ » continued on page 78 


The Winner . . Beginning clockwise at 
upper right are the five attention-getting 
mailings which led to the 1959 DMAA 
Gold Mail Box award: (1) miniature dic- 
tionary, (2) dinosaur paperweight, (3) il- 
luminated magnifying glass, (4) jar of 
caviar, and (5) miniature cap pistol. 








own list, over his own signature. 


> This series of five mailings went 
to manufacturers. To build demand 
for the new zipper, a retail promo- 
tion kit was sent to leading re- 
tailers. This told the retailer what 
the fashion story would be, gave 
him ideas for planning promotions, 
and suggested that he specify Little- 
Zip on his orders for men’s 
trousers, to gain the advantage of 
a valuable sales-plus. 

This kit was in a cover stock 8%4x 
16”, with a 14-page 5x17” fold-out 
insert. It used a prize-fight motif, 
with the title “Introducing . . 


> Another series of mailings was 
used to merchandise consumer ad- 
vertising to the trade. Instead of the 
usual reprint, each consumer ad 
was used as the basis of a special 
direct mail format. A _ different 
shape, cut or fold was given each, 
in order to compel attention and 
maintain a high level of interest. 

This series included 5x10” cards 
and 44x10” folders. 


> As Talon Inc. sees it, the campaign 
was a very successful one. It gen- 
erated excitement, both in the sales 
force and in the trade. During the 
promotional push, Little-Zip suc- 


99¢”? 


For only 99¢ a name, you can send a complete 
direct mail campaign to 1,000 prospects. (Of 
course, the larger your list, the lower the unit 


wae 
prospect 
worth 


cost.) 


reply card.. 


Silverstein, Walter Meinzer. 
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, 298 | The campaign is tailor-made. 
six proven, action-getting direct mail pieces, 
ranging from a novel POSTALGRAM mailing card with a built-in 


. to an eye-catching MAILOFILM that has brought 
praise from direct mail experts. 

The price of 99¢ per name covers all art and production, ad- 
dressing, enclosing and mailing (only postage is extra). 

To receive a free sample kit of the 6-piece direct mail campaign, 


write or phone Tullio W. Rossetti, Vice President, or Sparty J. 
Nardone, Sales Promotion Manager. 


MAILOGRAPH COMPANY, INC. 


39 Water Street, New York 4, N.Y. 
Creative Direct Mail Since 1920 


If you like, any one of these experienced account reps will be glad to discuss 
the campaign with you personally: Norman Liebman, Alfred Froimson, Graham 


Suppliers for Talon 


Dictionary: Citadel Press 

Magnifier: Barclay 

Dinosaur: Alva 

Caviar: Romanoff 

Cap pistol: Allied Toy Distributors 

Cap box: Radoff 

Gold-wrapped box: Mason Box Co. 

Typography: Provident Typographers; 
Artintype 

Silk Screen: Beacon Screen 

Offset: Stratford Lithographers; Barton 
Press, Newark; Joseph Mennen Dis- 
plays 

Letterpress: Handman-Miller Press 

Engravings: Regal Photo Engraving 

Assembly: Visart Display Co. 


All are New York except as indicated 


ceeded in adding a number of new 
accounts to the customer list, but 
also got a number of manufacturers 
to trade up to the more expensive 
product. 

And the DMAA judges must have 
agreed with Talon, for they 
awarded this campaign 93 out of a 
possible 100 points, to name it the 
top direct mail campaign of the 

44 
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. BOwling Green 9-7777 





Remington Rand Releases 
Sales Analysis Folder 


A new folder which illustrates 
and explains punched-card methods 
and equipment in layman’s language 
has been released by Remington 
Rand Div., Sperry Rand Corp., New 
York. 

This folder shows how sales 
analysis through the proper use of 
methods and equipment can make 
current and accurate sales data 
readily available to management. 

Among the advantages reported 
in the use of such equipment are the 
following: 


® Vital facts, often buried in the 
mass of company records, are clear- 
ly pointed out; 


® Sales data can be sorted and tab- 
ulated automatically to produce de- 
tailed or summary reports required 
for informal management decisions; 


© Comparative reports of past and 
present periods can pinpoint sales 
patterns and focus attention on 
conditions requiring correction; 


® Unprofitable products and margi- 
nal territories or accounts can be 
identified with a minimum of ex- 
ecutive time and effort. 


Several examples of the sales re- 
ports that can be obtained from 
punched cards are illustrated in the 
Remington Rand Sales Analysis 
folder. 
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Mail Order Ad Ideas 
Offered in New Booklet 


A new Rate-Data-Guide book- 
let, entitled “How to Make Your 
Ads Pay Off,” has been published 
by Hal Seidel Advertising, North 
Hollywood, Cal. 

Information sections of the book 
include 11 ways to stimulate re- 


Hey Boss! Here’s your ‘fabulous re- 
sponse’ to your recent direct mail 
campaign! 





A legend comes to life on latex coated paper 


Jim Thorpe needed no fictional embroidery to add luster to his legendary accomplishments. His historic 
sweep of both decathlon and pentathlon in the 1912 Olympics stamped him as an athletic marvel. After 
twenty years in football, he was recognized as the greatest player of the century. He was good enough at 
baseball to win a contract from the New York Giants. Whatever the game, you could 


depend on Thorpe to deliver. Latex coated papers, too, deliver standout perform- 
ances every time. For reasons why, turn the page. 





COATED 


Performance counts...in sports and in printing 


When quality is the watchword, more and more jobs are being put on latex coated 
papers. The outstanding features of latex coatings are demonstrated in the Jim Thorpe 
painting and the photography on the front of this insert. Note the high degree 

of fidelity, the sharp detail and the range of brilliant and subtle tones. 


Blended with other coating materials, Dow Latex provides excellent dimensional 
stability and fracture-free folding. It also provides closely controlled ink receptivity and 


good resistance to water. 


Latex coatings are now available on a wide selection of quality papers in both dull 

and gloss grades, for both letterpress and offset. Why not test its performance yourself? 
Check with your paper supplier or write to us for specific information. THE DOW 
CHEMICAL COMPANY, Midland, Michigan, Coatings Sales Department 2327. 


This four color 150 line screen reproduction <> 
is printed on 100 lb. Offset Enamel. 


Olympic Medal and Blazer courtesy Ralph C. Craig. 


THE DOW CHEMICAL COMPANY + MIDLAND, MICHIGAN 





TINY in size... 
TINY in price... 
BIG in popular appeal 


these 
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Authentic metal, exact in every a a 


detail ; fascinating to use. , these . Ya snips 
miniatures are ‘‘cast-assembled” in : 

one operation by GRC’s exclusive ’ 
patented "INTERCAST”’ process. Natural bright 
finish or brass plated. GRC also die casts and molds 
special small parts to order; ask for 

special bulletins. 

GRC metal miniatures. a. 
GRIES REPRODUCER CORP. 
World's Foremost Producer of Small Die Castings 


Write, wire, phone TODAY, 
for samples and prices of 
3 Second Street, New Rochelle, N.Y. NEw Rochelle 3-8600 


y l S U ALI LE natural, selling | 


| News Published by Dillon 


The first issue of a “News Letter 
from Europe” has been published | 


Po: @-color =) 

SS process:. 

en your.) 
letter- — 
heads 


Ee 4-color =) 

o> process: 
on your 
enve- 
lopes 


sececceescesssfOr Pennies 


FREE KIT Commission to recognized 
on request agencies and photographers 


Colortone Ppiass 


Color Stationery Specialists 


2412 17th Street, Northwest, Washington 9, D. C. 


Attention 
getters: 


MACK'S 
““MOPPETS”’ 


| plies, 27 ideas for headlines on or- 


der forms, how to make your ad | 


pull more inquiries, where to ad- 


vertise your product or service for 


greater results, etc. 


Of particular appeal to many 


| mail-order advertisers will be the 
| case history showing how a change 


| Vest-Pocket Memo Booklet | 


of copy tripled classified results, 
and rate charts for leading maga- 
zines and newspapers. 

Copies are available. 
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| Designed for Salesmen 


| basis, 


A vest-pocket 
booklet, 


“Sales 


| Dartnell Corp., Chicago. 


made, 


| monthly business 


| an emergency 


In addition to providing for daily 
entries for memos, expenses, calls 
and towns covered, each 
month’s issue contains a “Sales 
Clinic” article, a daily slogan, a 
monthly sales objective page, 
summary, and 
two pages of spaces for new names 
and addresses. Other items include 
accident form, a 


| memo “carryover” page, daily sales 
| graph, etc. 


| Prices range from 23c each for | 
| quantity lots to 30c for minimum | 


| orders. 


| by American admen, 
Agnew Associates Inc., New York. | 
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European Advertising 


Written by President John Dillon 


from the agency’s Haarlem, Holland, | 
branch, the four-page publication | 


hits some of the high spots of Euro- 


| pean direct mail news. 
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New Pop-Up Mail Folder 


| Features Open Parasol 


Hundreds available. | 


Exclusive use. 
Low priced. 
Write your needs 
and request samples. 


DOUGLAS MACK 


1550 Church St., 
San Francisco 14 
Phone: Mi 7-5377 


| suggested use of a 
coupon. Inquiries in- 
creased 13%. 


IT'S MAGICI 


INVISIBLE INK 
PRINTING 
GETS RESULTS! 


FREE M. E. Moss & Co. 
SAMPLE 119-H Ann Street 
Hartford 3, Conn. 


Wet Card. Wher Dry 
Give to o Friend e 


| duced by the Brownie Mfg. Co., | 


| 
| 
| 
| 
| 


| center 


| parasol was in a promotion piece | 


Newest gimmick mailer featuring | 


“pop-ups” is a parasol folder intro- 
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Why Cant You 
Sell by Mail 


By Lewrence G. Chait 
Lawrence G. Chait & Co. 
New York 


Regardless of the business you are 
in, it is I believe important for you 
periodically to review the traditional 
methods of selling through the mails 
so that you may evaluate the possi- 
ble application of successful past 
experience to your own current 
problems. 

The starting point in such an 
evaluation is obviously the mail 
order catalog. 

The giants of mail order merchan- 
dising have built multi-billion dol- 
lar businesses through astute and 
effective use of the United States 
mails. 


> There are of course many historic 
factors which have assisted in the 
development of these gigantic mail 
order catalog operations but it has 
long seemed to me that the most 
important ingredients for the con- 


tinuing success of these businesses 
have been: 


1 .. The multiplicity of choice of- 
fered the consumer. 


2 .. The convenience of doing busi- 
ness out of a catalog by mail. 


3... The plainly stated rock-ribbed 
guaranty of satisfaction. 


This article has been adapted from a 
speech given before the Mail Advertising 
Club, Chicago. 


82 + GR + October 1959 


Don’t be too sure you can’t sell your product by 


mail, says an expert, predicting fantastic oppor- 
tunities for those ready to grasp them. 


4 .. The sheer editorial news-in- 
terest of the well-prepared catalog. 


5 . . Economies enjoyed by the con- 
sumer due to the mass purchasing 
power of the catalog operator. 


Now obviously not all of these 
qualifications can be built into every 
piece of direct mail advertising or 
every mail order offering—but it is 


well for you to ponder the applica-" 


bility of some of these priceless ele- 
ments of suecess as applied to your 
own marketing problems. 


> Second only to the mail order 
merchandising industry in its profit- 
able use of direct mail advertising 
comes the vast publishing business 
of this nation. 

In the last forty years we have 
witnessed the remarkable growth 
of periodical subscription lists run- 
ing to many millions of names. 

Similarly we have seen the great 
growth of book clubs. 

The carefully-planned use of di- 
rect mail has provided both stability 
and rapid growth for the publishing 
business in this country. 

This growth has had an important 
cultural effect upon the nation. The 
existence of large and successful 
periodical and book publishing firms 
has brought about the widespread 
distribution of the richest flow of 
reading material available anywhere 
in the world. 


© A more recent phenomenon in 
this general area is the growth of 


the record club which has brought 
a magnificent re-birth in public 
access to, and taste for, the finest 
musical works that can be heard by 
the human ear. 


© To many of us, among the most 
exciting usages of direct mail pro- 
motion in the past decade has been 
that connected with the growth of 
credit clubs—those ubiquitous and 
extremely worthy conveniences of 
modern living in a tax-burdened 
economy. 


> The book and magazine publish- 
ers, the record clubs, the credit 
clubs—all of these businesses rest 
upon the fact that direct mail makes 
possible the pre-selection of a de- 
sirable spending audience for prod- 
ucts which appeal to the cultural 
tastes of the nation; or for prod- 
ucts which appeal to the higher in- 
come groups of the nation. 

Once these segments of the total 
population have been isolated and 
captured as mailing list properties, 
they become the source of self- 
perpetuating and expanding busi- 
ness volume and profit. 


> One has, for example, simply to 
trace the growth of the Time Inc. 
publishing empire over the last 35 
years to see how the original Time 
mailing list has been used as the 
incubator for new properties of 
great importance—such as Life, 
Fortune, Sports Illustrated and so 
on through a long list of communi- 
cations properties which today make 
up Time Inc.’s huge organization. 
Similarly one must watch with 
great interest the continuous hatch- 
ing of new enterprises and affilia- 
tions by the Book-of-the-Month 
Club—all of these growing out of 
the book club list itself. Here we 
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see a book publishing organization 
which has moved into the sale of 
records, paintings, specialized chil- 
dren’s services, etc.—all based upon 
the original intellectual interest and 
purchasing capacity of the members 
of the founding club. 

I believe that in the years to come 
the credit clubs will have a tre- 
mendous horizontal growth into all 
sorts of enterprises representing 
products which can be sold to the 
original membership market. 

In the case of Diners’ Club we 
already see this process taking place 
—with that organization now offer- 
ing its members a beverage gift 
service, car rentals, temporary help 
services, florists, gift shops, travel, 
etc.—and the beginning of the end 
is not even yet in sight. 


> These developments must _in- 
evitably raise the question in your 
own mind as to whether the work 
you have done so far and the suc- 
cesses you have achieved so far 
might not well lead you into related 
fields of endeavor—fields which can 
be assiduously fertilized and tilled 
based upon list properties already 
at your command. 

The traditional uses of the mails 
for business purposes that we have 
talked about thus far relate to direct 
devices, i.e., advertising to the con- 
sumer which results in a traceable 
order, or membership, or subscrip- 
tion return to the originating source 
of the advertising. Now let us turn 
to traditional commercial uses of 
the United States mails which are 
based upon a somewhat less direct 
advertising effect. 

In this area we should first study 
the uses of direct mail advertising 
as employed by national organiza- 
tions which work essentially through 
dealer outlets. 


> A key case in point is the auto- 
motive industry and its closely re- 
lated marketing cousins: petroleum, 
tires, batteries and automotive ac- 
cessories. 

In terms of mailing lists the auto- 
motive firms, and related suppliers 
to the car owner group, have en- 
joyed an unusual advantage. 

Because every motor vehicle in 
the United States must be registered 
with appropriate state authorities, 
there exists a vast, pinpointed mail- 
ing list which contains the names 
and addresses of the overwhelming 
number of prospects for new or 
used car purchase, or for the pur- 
chase of related items. 

This list goes beyond the mere 
name and address factor-—it shows 
the make and year model of the car 
owned; and beyond that, in the 
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case of commercial vehicles, con- 
tains information on such things as 
gross vehicle weight, number of 
wheels, cargo capacity, etc. 

A separate by-product list of this 
total compilation is the assembly of 
names of new car buyers—among 
the most responsive mail order pur- 
chasers in the nation. 


> The strange thing is that for many 
years the very large companies con- 
cerned with this significant con- 
sumer market used the available in- 
formation only inadequately, at best. 

The general custom among the 
automotive, petroleum and _ tire 
firms has been to print a good deal 
of direct mail material and to make 
it available on an optional basis to 
the thousands of dealers represent- 
ing the manufacturer. 

Frequently, this material gathered 
dust on the dealers’ shelves for 
months. And all too frequently, the 
available motor list names were not 
even used for the final addressing 
of the advertising effort. 

Only in recent years have the 
manufacturers really turned to na- 
tionally-organized direct mail pro- 
grams on any substantial scale. 

Thus, in a significant number of 
cases, direct mail advertising today 
is being used to its full potential as 
a major vehicle for creating dealer 
traffic. 


> One of the essential features of 
direct mail in solving the problem 
of a manufacturer who has large 
numbers of dealers is that mail can 
be broken down into thousands of 
trading areas and imprinted with 
the names and telephone number, 
the location and means of reaching 
the specific dealership. 

This type of direct mail—designed 
to provide identification for national 
manufacturers at the point of local 
outlet—will undoubtedly be an in- 
creasingly important use of this 
medium in the years to come. 


> While the automotive companies 
have begun to learn this lesson, the 
same cannot be said to be true as 
yet of the major household ap- 
pliance manufacturers. By and large, 
they still are back in the horse- 
and-buggy days of using the me- 
dium and rarely employ it to 
maximum effectiveness in doing 
either a good nationally-directed 
advertising job or in identifying lo- 
cal dealerships and attracting store 
traffic. 

In some respects, the most effec- 
tive in this connection has been 
done by the soap and pharmaceuti- 
cal firms, who have employed di- 
rect mail on a widespread basis for 
couponing and sampling. 
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In the post-war years, with man- 
power costs skyrocketing, the big 
soap firms particularly turned to di- 
rect mail to achieve sampling re- 
sults at relatively low cost. The 
same is true of coupons which were 
once delivered by hand on a door-to- 
door basis. One major direct mail 
firm this year expects to distribute 
in excess of a billion coupons for its 
soap, pharmaceutical and food in- 
dustry clients. 

The distribution of samples and 
coupons has been’ tremendously 
effective in creating consumer traffic 
at the point of purchase. 


> The foregoing section is not in- 
tended to provide you with an ex- 
haustive or encyclopedic cataloging 
of the ways in which you may use 
direct mail to sell to the mass con- 
sumer markets. 

What I am interested in doing 
here is to arouse your own curiosity 
with regard to the multiplicity of di- 
rect mail usages which are possible 
and which you may add to your 
own storehouse of marketing tech- 
niques via the mails. 


> As you can see, you may be de- 
nying yourself some important profit 
opportunities if you do not consider 
both the direct and the indirect 
methods of building business by 
mail: 
® mail order techniques 

club approach 

dealer helps 

catalog operations 

use of coupons and samples 

subscriber plans 

There are many, many more ideas 
which are bound to occur to you as 
you study the material in the mails 
today in such rich profusion. 


> As you look into your mailbox 
each day, you may feel that there 
are no new horizons for develop- 
ment in the use of direct mail ad- 
vertising—but let me assure you 
that the Golden Age in the use of 
this marketing tool may well still 
be in the future. 

In my own organization, we have 
been conducting a clinical evalua- 
tion of industries and service areas 
in which advertising dollars might 
be better spent if they were spent 
through the mails. 

In conducting this evaluation, we 
have compared costs and results as 
we know them as between direct 
mail and such advertising media as 
television, radio, magazines, news- 
papers and billboards. 


It is not my purpose here to crit- 
icize the effectiveness of other ad- 
vertising media in given situations, 
but simply to suggest to imaginative 


advertisers that they ought to put 
some experimental dollars on the 
line for a thorough-going test of di- 
rect mail’s usefulness in their own 
marketing scheme of things, if they 
want to capitalize on some new prof- 
it-making opportunities. 


> Possibly, some of you might like 
to do that kind of pioneering — and 
you don’t necessarily have to be in 
the business under consideration to 
profit from the possibilities. 

Now, what are the industries or 
the areas of marketing operations in 
which it might be wise to do some 
quiet testing? 

I would recommend that you un- 
dertake pilot operations with regard 
to five major industries: 

tobacco 

liquor 

travel 

cameras 

housing. 

To me those are the exciting areas 
of the future in developing direct 
mail advertising’s full potential in 
the modern marketing process. 


> Whether you want to create en- 
tirely new businesses or to expand 
present properties or to do both I 
think you can have some real fun 
in developing your activities in some 
of these new directions. It is fre- 
quently the case that before too 
many people get on the bandwagon 
of new mail business operations you 
build up an advantage which is just 
about unbeatable. 

As you turn this problem over in 
your own mind you may well come 
up with ideas going far beyond 
those I’ve mentioned and which lend 
themselves to profitable exploitation 
by mail. 


> Certain conclusions inevitably 
flow from an observation of suc- 
cessful usage of direct mail as a ma- 
jor advertising medium. 

There are five components which 
are peculiar to this medium and 
which you must always relate to 
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your own use of the mails for max- 
imum profit making. These compo- 
nents are: 


1. The establishment and isolation 
of a desirable consumer market for 
your products, i.e., the building of 
a carefully selected prospect list and 
the recording of all necessary data 
about your customer list. 


2. The use of direct mail’s person- 
to-person qualities for the building 
of an intimate institutional image. 


3. The creation of an atmosphere 
for repeat business. 


4. The localization of support for 
salesmen, dealers, and distributors. 


5. The launching of new products 
to the existing customer list. 


For a long time the scientific use 
of direct mail was hampered, due to 
the unavailability of mechanical de- 
vices which at high speed and at low 
cost could integrate all known data 
about the people of the United 
States and translate these known 
facts into stratified prospect mar- 
kets. 


> During the past five years, how- 
ever, a number of major suppliers 
have integrated census bureau in- 
formation with punched card mail- 
ing lists. 

This was an important develop- 
ment and the resulting list product 
has been of great value in making 
direct mail more useful in consumer 
goods advertising. 

With the development of electron- 
ic computers of an even more so- 
phisticated type, however, we find 
that it will shortly become possible 
for an advertiser to employ com- 
mercially available mailing lists 
which in effect represent a constant- 
ly updated private census of the 
United States and which contain 
depth information on such essential 
research factors as car ownership, 
housing and education. 

Through these new developments 
an advertiser will be able to under- 
take the kind of pilot testing we 
have long dreamed about. 


> Working from the total universe 
of names available in a given geo- 
graphical area, we will be able to 
code our direct mail impressions in 
terms of individual and correlate 
factors which can be analyzed in 
terms of dollar results and which 
can then be projected into identifi- 
cation of a preferred national buy- 
ing audience. 

The important thing in this con- 
nection is that the type of equip- 
ment now available and planned 


for an early usage by some major 
firms in the nation can relate both 
initial and subsequent sales experi- 
ence to a total mailing list so fast, 
so accurately and so inexpensively 
as to provide us with a slide-rule 
sales tool of unparralled usefulness. 

Thus direct mail, we may confi- 
dently expect, will within the next 
few years present advertisers with 
the sharpest and most accurate sell- 
ing tool available in the entire mar- 
keting process. 


> It is important that so valuable an 
asset to United States commercial 
growth be fully understood by all 
major national advertisers. The 
problems we face in the years ahead 
require this type of important solu- 
tion. 44 


Graphic Service Develops 
Hook and Eye Reply Card 


A novel self-mailer with a reply 
card that hooks and unhooks in a 
“zipper” action has been produced 
by Graphic Service, Dayton, Ohio. 


The hooking mechanism consists 
of two strips of Velcro closure, a 
modernized verision of the hook- 
and-eye that is rapidly becoming 
popular on wearing apparel to re- 
place zippers and snaps. 

One strip of the closure material 
consists of thousands of tiny loops 
while the other consists of hooks. 
Pressed together, they act as a but- 
tonless, snapless, zipperless zipper 
that won’t jam, snag or wear out. 
The loop section is glued to the 
mailing piece and the hook section 
to the reply card. To send in the 
card, the recipient simply had to 
“unhook” the card, fill it out and 
mail it in. 

Details are available from Graph- 
ic Service, 846 S. Main St., Dayton, 
Ohio. 44 


Acme Letter Folder 
Covers Addressing Tips 


A question and answer folder, 
covering a variety of addressing 
problems, is available from Acme 
Letter Co., Chicago. 

Included in 
cussed are: 


the problems dis- 


@ Which is better, stencil or plate? 


© How big should your list be be- 
fore you buy your own equipment? 


A checklist on the back of the 
folder enables the reader to quickly 
compare his present mailing opera- 
tion with that of a year ago. 

- » + for more details circle 1011, page 141 
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ing are expensive color-separations, color correcting, hand- 
opaquing, re-etching and hand-masking. And, being Fluoro- 
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PRINTING ARTS RESEARCH LABORATORIES, INC. AR 
Fluorographic Sales Division 
La Arcada Bldg., Santa Barbara, Calif 


fr FLUOROGRAPHIC 
jam )=©609S ALES DIVISION 


PRINTING ARTS RESEARCH LABORATORIES INC. 


La Arcada Building « Santa Barbara, California 


Send complete information and names of licensed plants for 


() Fluoro-Color. (J Black & White Fluoro.. 


Name 





Firm 





Address 





City— 


= a Zone State. 








You spend much of your time taking care of pieces of paper... 


Use paper to better advantage. In the conduct 
of your daily business, envelopes designed spe- 
cifically for your needs can work for you—in 
many ways. Cupples-Hesse’s creative design 
department activates envelopes... illustrates 
them... prints them... puts them to work. 
Take a minute to read how... 


@ BANKER’S CHOICE 


“ ” 
Drive-in deposit envelope with 2 handy pockets @1.23 SOLD! @ “YOUR CARD, SIR 
... one for coins, one for deposit slips, checks Sh oe ; Your credit card, membership card or an in- 
or currency. Envelope designed to hold every- A triple-threat envelope that is a sales letter, vitation...can be built right into your enve- 
thing inside securely. order blank, and reply envelope all in one. lope... perforated for detachment. 


@ PUNCH CARD SYSTEMS ENVELOPE 


A major appliance manufacturer tapes it to 
@ SPEEDY INSURANCE JACKET products near start of assembly line. 5 enclosed @ FUND RAISER 

cards, removed in sequence for computor ma- This blank-check-reply envelope is new for 
Policy inserted mechanically to save time. Name chine analysis, keep a running record of pro- charity appeals. Contributor fills out perforated 
on policy shows thru jacket and outer envelope. duction, inventory, shipment and distributor check, tears it off and inserts it in return enve- 
No chance for mailing policy to wrong person. sales. lope. No time lag for forgetting. 


CUPPLES-HESSE designs, $/ CUPPLES-HESSE CORPORATION 
illustrates and prints millions ST. LOUIS + DETROIT - DES MOINES 

of stock and custom-made 
envelopes, letterheads and tags. 


Call your local representative for information. Consult yellow 
pages under “Envelopes” or “‘Tags’’. 
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YES say the agencies 


. who are being called upon with 
increasing frequency to handle their 
clients’ collateral materials. Handling 
point-of-purchase advertising, say the 
agencies, is quite natural in order to 
develop the greatest degree of co- 
ordination throughout the entire pro- 
motion program. 


Do Agencies Belong in 


A recently completed study by the Point-of-Purchase Ad- 
vertising Institute brings into the open a long-standing 
debate concerning the role of the advertising agency in 
the handling of p.o.p. advertising. Nobody questions the 
fact that agencies have become increasingly active in 
handling such collateral materials as point-of-purchase 
for their clients, but at least the display producers seri- 
ously question whether this development is in the best in- 
terest of advertisers and the display industry. 


By Dick Hodgson 
AR Executive Editor 


“Since most agencies know very 
little about point-of-purchase, their 
increased activity in our field can 
only be classed as a costly nui- 
sance.” 

This quote from a display pro- 
ducer pretty well sums up the re- 
sults of a recently completed study 
by the Point-of-Purchase Adver- 
tising Institute on the attitude of 
manufacturer members of the asso- 
ciation concerning the role of ad- 
vertising agencies in the point-of- 
purchase field. 

While three-quarters of the pro- 
ducers responding to the POPAI 
survey noted a trend toward in- 
creased activity by agencies in 
point-of-purchase advertising, 
about the same percentage made 
no bones about the fact that they 
felt emphatically that such a trend 
was detrimental to the manufac- 
turers of merchandising materials. 


92 © Signs & Displays 


The study clearly brings into the 
open a feud that has been raging 
rather quietly for a number of 
years, although there have been 
several explosions during past 
POPAI meetings. A number of fac- 
tors enter into the situation: 


@ There is a well-established trend 
toward the use of advertising agen- 
cies for more and more of the so- 
called “collateral” requirements of 
advertisers—including  point-of 
purchase material. 


© The degree of agency participa- 
tion in point-of-purchase advertis- 
ing varies greatly—not only from 
one agency to another but also from 
one client to another within a single 
agency. In some cases the agency 
participates only in the decision to 
use displays and/or in deciding just 
how much of the budget should be 
allocated to this medium. In other 
cases, the agency is primarily re- 
sponsible for the entire point-of- 
purchase operation—from planning 


right through design and actual 
buying of displays. In between there 
are many other degrees of partici- 
pation. 

@® Many agencies still do not have 
enough volume in any particular 
type of collateral material to make 
it practical to hire full-time special- 
ists for most individual sales pro- 
motion media—although it is be- 
coming increasingly common for 
agencies to include a general “mer- 
chandising specialist” on their staffs. 
® Methods of compensation for the 
handling of collateral materials are 
still in a state of flux. This is par- 
ticularly true in the case of ac- 
counts which are not heavy users 
of space and time media, which in- 
volve automatic 15% commissions. 


@® Many point-of-purchase sup- 
pliers (just like suppliers of other 
collateral materials) fail to rec- 
ognize the role of the advertising 
agency in today’s marketing pic- 
ture. 

® Many point-of-purchase sup- 
pliers are not, in reality, manufac- 
turers. Essentially, they are crea- 
tive agencies which sell ideas and 
know-how in the design, fabrica- 
tion and purchase of the elements 
which go into the eventual con- 
struction of a display. However, un- 
like an advertising agency, which 
serves only a limited number of 
non-competitive clients, most non- 
manufacturing p.o.p. suppliers con- 
sider the entire business firmament 
as legitimate territory for the dis- 
pensing of the services they offer. 





NO say the producers 


. . . who feel that they themselves are 
in the best position to provide all 
necessary creative services related 
to point-of-purchase advertising. 
Bringing the agency into the act, the 
producers feel, only extends the lines 
of communication with the client and 
adds unnecessarily to costs. 


y, 
» 


Point-of-Purchase Advertising ? 


Combine all of these factors and 
it is possible to understand the sit- 
uation facing today’s point-of-pur- 
chase supplier. Actually, still an- 
other factor rears its ugly head. It 
was summarized in the comment 
of one respondent to POPAI’s sur- 
vey: “Agencies rip off our labels 
and apply their own, submitting our 
ideas as their own.” 

This complaint, whether valid or 
not, has been expressed frequently 
in the past by many p.o.p. suppliers 
and variations of it turned up quite 
often in POPAI’s study. In some 
cases, it is highly likely that the 
basis of such a criticism harks back 
to the failure of many display pro- 
ducers to understand an agency’s 
role. But, while certainly not a 
standard practice, there are known 
cases of what amounts to idea 
piracy in point-of-purchase adver- 
tising. 


> A more moderate viewpoint was 
expressed by a number of suppliers. 
One, for example, commented, “So 
far as displays are concerned, we 
feel that even the largest agencies 
cannot become adequately con- 
versant with retailer requirements 
to do as good a job as [point-of- 
purchase producers] can for adver- 
tisers. While we believe agency par- 
ticipation can improve the effective- 
ness of any display program, we do 
not want to let them take credit for 
our knowledge of field conditions 
by merely passing along our rec- 
ommendations as their own.” 
Another said, “Unless advertising 


PRODUCER 


agencies add specific personnel who 
have been educated in the techni- 
cal aspects of all creative and pro- 
ductive phases of point-of-purchase 
advertising, they do more harm 
than good to the client and the 
producer of point-of-purchase ad- 
vertising solely because of their ig- 
norance of proper approach.” 

But regardless of how point-of- 
purchase producers feel about the 
desirability of working with agen- 
cies, the obvious trend toward 
greater agency participation in all 
sales promotion media means that, 
like it or not, the suppliers must 
swallow what they consider a bit- 
ter pill and learn to live in peace 
with the agencies. 

(The trend toward increased 
agency sales promotion activity has 
been clearly established by a num- 
ber of surveys conducted in recent 
years by AR, other publications and 
many non-publishing organizations. 
A 1957 study conducted jointly by 
AR and POPAI*, for example, in- 
dicated that over 75% of agencies 
handling consumer accounts were, 
at that time, selecting suppliers and 
placing p.o.p. orders for the ma- 
jority of their clients, with almost 
all agency respondents anticipating 
an increase in their p.o.p. activities. 

(While POPAI’s most recent 
study also covered the attitudes of 
agencies and advertisers, the sam- 
ples of these two groups were ex- 
tremely small and thus can’t be 


*"New Dimensions for Point-of Purchase,” 
April 1957 AR. 


AGENCY 


considered as a totally valid statis- 
tical yardstick.) 


> When POPAI asked the p.o.p. sup- 
pliers, “Would you prefer that 
agencies were by-passed completely 
so that advertisers were to work 
directly with the point-of-purchase 
producer?,” an overwhelming 79% 
said, “Yes!” However, one mem- 
ber summed up his comments with 
this warning: “It’s stupid to forget 
them. We should educate them.” 


Arguments advanced by the mi- 
nority in favor of working with 
agencies included: 


e Projects are more concrete when 
working with an agency. 


e Budgets are more in line with 
the problem. 


e The account executive reaches 
the proper authority for faster de- 
cisions. 


e Agencies should have an inti- 
mate awareness of their clients’ sit- 
uation which is helpful to the point- 
of-purchase producer. 


® Working with agencies you cover 
more advertisers with fewer con- 
tacts. 


But probably the most important 
point was brought out in this com- 
ment: 

“In fairness to the advertiser, it 
would be more beneficial to him to 
stay with coordinated marketing 
through the help of the agency.” 


> The arguments of the majority in 
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FAITHFUL 
TRADEMARK 
REPRODUCTION 
IN ILLUMINATED 
PLASTIC 

SIGNS 


signs of 
success 


DISPLAYS 

to stimulate 

the “buy e-motion” 
...use TRIANGLE’S 


haay 
saN 


TENS OF THOUSANDS USED SUCCESS- 
FULLY BY DISPLAY MANUFACTURERS! 
Triangle’s “Lazy Susan” Bearings 
are only 5/16” thick; can be re- 
cessed to only 1/8” —help solve 
revolving display or turntable 
problems at low cost. 3”, 4”, 6”, 
12” sizes. Light or heavy weights 
swivel easily on ball bearings in 
large race. All steel, stamped and 
interlocked construction—no parts 
to lose. Write for full information. 


ANGLE MANUFACTURING CO. 


0 Division St. Oshkosh, Wisconsin 
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What P.O.P. Producers Think about Agencies 


® 83% of producers responding to 
the POPAI survey receive less than 
10% of their work from advertising 
agencies. Included in this group are 
22% who receive no work from 
agencies at all. 17% receive over 
10% from agencies. 


® Almost 75% of the respondents 
see an over-all trend toward _in- 
creased agency activity in p.o.p. 


@ Such a trend is not good for the 
manufacturers of merchandising ma- 
terials, say 74% of the respondents. 


@ Size of agency does not seem to 
be a strong factor in the success of 
agency-producer relations 


@ 62% of the producers usually 
work with account executives and/or 
production people; 29% work with 
art directors; 26% with merchan- 
dising directors 


@ 64% feel that it is ‘“sometimes”’ 
easier and more productive to work 
directly with an account executive 
than with the production, merchan- 
dising and/or art people. 


@ 70% feel that there is ‘‘sometimes”’ 
a greater tendency to be called back 


favor of by-passing the agency in- 
cluded: 


@ Producer-client communication 
lines are extended. 


® Easier adjustment of any diffi- 
culties if they turn up in produc- 
tion and shipping. 


e Less confusion as a result of bet- 
ter understanding of each other's 
problems. 


e Avoid tendency in agencies to 
make point-of-purchase compete 
against other media. 


® Get more precise answers from 
the client. 


© Get better and fairer opportunity 
to make presentation directly to 
client, instead of relying on agen- 
cy to do more than a half-hearted 
job of it. 


@ Save money for customer. 
@ Eliminate waste of time. 


® Most agencies don’t understand 
point-of-purchase advertising and 
have no personnel with experience 
in our field. 


@ The agency doesn’t always in- 
terpret the client’s demands prop- 
erly. 


for additional jobs when the pro- 
ducer has worked with an account 
executive, than with the production, 
merchandising and/or art people. 


©@ 69% of the producers admit to 
getting creative ideas from agencies 
at least ‘‘sometimes’’—31% say 
they ‘‘never’’ do. 


@ 41% say the agencies ‘‘always”’ 
look to them for creative ideas and 
the rest say they look at least ‘‘some- 
times.”’ 


@ Half of the respondents report 
that agencies supply them with com- 
petitive artwork or ideas for specula- 
tive bidding at least ‘‘sometimes.’’ 
44% say agencies ‘‘never’’ do so. 


@ 62% of the producers report that 
they ‘‘sometimes’’ offer agencies 
models and sketches at no cost to 
the agency; 29% report they “‘al- 
ways’ charge; 13% ‘‘never’’ charge. 


@ In almost no instance (4%) does 
a producer “‘always’’ have direct con- 
tact with the advertiser-client when 
working through an agency. Usually 
(71%), however, there is some con- 
tact. A fourth of the producers 
“‘never’’ have contact. 


e As point-of-purchase is a low- 
cost revenue medium, it will not 
gain agency enthusiasm. 


@ We want to sell our displays “for 
sure”—not risk it as a component of 
a comprehensive program. 


@ Ideas lose in translation. The 
agency is just one more roadblock 
between the man to be pleased and 
the producer. 


Probably the most frequently re- 
peated reason for by-passing agen- 
cies, however, was summed up in 
this statement by a producer: 

“Keep costs in line so that com- 
petitors approaching clients on a 
direct basis don’t steal the account 
by not having to pay agency com- 
mission.” 


Actually, the subject of agency 
commissions was discussed in some 
detail by respondents to the survey. 
However, as POPAI explained in its 
summary, it was impossible to draw 
a conclusion from the widely vary- 
ing comments. Perhaps the best 
summary was this producer’s com- 
ment: “Fine idea, if a rate card 
could be established to cover dis- 
plays.” Most of the respondents, 
however, agreed with what another 
producer had to say: “All this 





.. the latest addition to 
our family of quality products 


mevercord [ )R|-\MJARK an 


DRI-MARK ... is Meyercord’s newly perfected, custom-processed 
line of PRESSURE SENSITIVE signs and trade marks developed 
specifically for the requirements of durable Truck Signs, Window 
Signs, Nameplates, and Product Markings for indoor and outdoor 


use on both light and heavy equipment. 


These startling new films include: 


DRI-MARK 


DECAL 


iii 


DRI-MARK 


——* VINYL 


\RK DRI-MARK 


IRRO-cat ———— CLEAR Mytar=#——~ 


Chrome-bright mirrorized film (1 mil and 3 mil) 


DRI-MARK 


MIRRO-cac -vve——— & OUTDOORPaPER 


a mirrorized vinyl Mylar* laminate 


These high tensile strength PRESSURE SENSITIVE 
films and laminates give the greatest possible latitude 
and flexibility to the Meyercord line of products, 
adaptable to all of your sign needs. 

DRI-MARK Decals are processed with Meyercord’s 
own exclusive PRESSURE SENSITIVE adhesive— 
another development of the firm that for 64 years has 


_— 


ow. 


maintained the world’s undisputed leadership in de- 
velopment and manufacture of Decal products. 

Meyercord’s in-plant Research, Art, Production and 
Service facilities assure the most careful processing 
and quality control. 


Remember, when it’s DRI-M ARK it’s MEY ERCORD! 


,itt MeYercorn COLORGARD 70 


. . all Meyercord DRI-MARK films are protected by COLORGARD 70... 


Meyercord’s exclusive laboratory-developed and perfected clear top coat—the 
toughest, most durable coat yet produced for the Decal and transferable film 
industry. Thoroughly tested! Two years in actual use! 


Whatever your sign needs, you owe it to yourself to 
investigate Meyercord’s complete line of products. Our 
factory trained representatives will be glad to assist you 
in the proper selection of markings for any particular 
requirement. 


we the MEYERCORD co. 


World's Leading Designers and Manufacturers of Decalcomania 
Dept. T-207 5323 West Lake Street, Chicago 44, Iilinois 


CHECK AND MAIL COUPON 
. with company letterhead, please 
THE MEYERCORD CO. 
Dept. 1-207, 5323 West Lake Street, Chicago 44, Illinois 
We are interested in the following: (please check) 
[| Point-of-Sale signs { 


[_] Truck signs and lettering 


| Nameplates and product markings 
[| (others) 


Nome 
Firm Nome 


Address. 
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would mean is that all costs sub- 
mitted would have to have 15% 
added. This could price many jobs 
out of budget.” 

While suggestions for a standard 
commission for point-of-purchase 
material keeps popping up, there 
is far less discussion on the sub- 
ject than a few years ago. In recent 
years, of course, an increasing num- 
ber of agencies have adopted com- 
pensation practices based on a sys- 
tem of keeping time records for 
each job and then charging per- 
hour fees for assignments which do 
not involve a medium commission. 

In line with this trend, one pro- 
ducer commented, “I feel that the 
majority of display programs would 
benefit to some extent if the agency 
were called in to integrate the pro- 
gram with the general advertising 
campaign. Some agencies can also 
supply information as to what the 
client’s problem is. It seems to me 
that the agency should be paid for 
this service on a fee basis for serv- 
ices rendered.” 

The POPAI survey indicated that 
in 51% of the cases it is the agency 
who pays the point-of-purchase 
producer directly for work which 
has been channeled through an 
agency. Thirty-three percent of the 
producers are paid by the client; 


SALES IMPACT 
ATA 


LOWER COST 


than any other medium! @ 


rte 


For low cost selling, no medium excels these 
metal Roadside and Point-of-Purchase Signs 
Produced the attractive GRACE way. They're 
tops for high readership, advertising wallop 
and night and day attention value. Silk- 
screened in GRACE long-lasting paint 
enamels On aluminum or steel... plain or 
refiectorized as you desire. Use our modern 
creative designing service. it's FREE. 


YOUR CLIENT'S BEST BUY ARE 


Send for The 
GRACE Catalog 
in Full Color 
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16% by agency and/or client. 


> Regardless of compensation meth- 
ods, however, it appears that there 
still is an important job to be done 
in bringing agencies and point-of- 
purchase producers closer together. 
In the long run, it would appear to 
be to everyone’s benefit if there is 
greater understanding on all sides 
of the picture. Perhaps the opinion 
of a leading lithographer is the best 
guide to planning for the future: 
“If the advertising agencies do 
not try to eventually assume the 


Reader Matter... 


Display Aids Literature 
Offered by 
Manufacturers 


Complete details on the following 
display aids are available in litera- 
ture from the manufacturer. 


Key Aluminum display 
Poles poles are described 
in a folder from 

Empire Display Mfg. Co., New York. 
Key Poles are precision-drilled 


5 ft. x 10 ft. Highway Sign is a real stopper ! 


the distinctive soft drink 


These 12°x 30% Baked Enamel Signs are important 
REMINDERS at the sales point. They insure 
REPETITION ... Fepetition of your product name! 


GRACE SIGN & MFG. CO. 
3601 S$. SECOND ST. 
ST. LOUIS 18, MO. 


| Letters 


| roman, 
| block faces. Sizes range from two to 
| five inches. All magnetized fonts arz 


creative functions of the display 
producer and will retain the agen- 
cies’ position merely as a basic ad- 
vertising planner, then it probably 
will be good for the creative dis- 
play producer. If, however, the 
agency attempts to do the entire 
creative job, and looks to the dis- 
play people to do production only, 
it will probably be harmful to the 
display industry as a whole, by rea- 
son of the fact that agencies are 
not now, and cannot readily be- 
come, experienced enough to han- 
dle creative display problems.” 44 


with four rows of holes alternately 
spaced to accommodate all types of 
fixtures and accessories at any level. 
They are available in a variety of 
lengths and may be used in several 
combinations for displaying different 
types of merchandise. A variety of 
“whirling” or “spinning” devices for 
use with Key Poles are also included 
in the folder. Key Pole colors include 
electric blue, tropical green, crim- 
son, black, shocking pink, silver, 
gold, brass, or copper in addition to 
the natural “Alumilite” finish. Prices 
for units, in natural finish, range 
from $16.50 for a Junior 33, to $24.95 
for a King Size 88 model. Color is 
additional. 


- « « for more details circle 1004, page 141 


Fotoflair 
Cardholders 


Picture frame card- 
holders in styles for 
every department 
are shown in the Fotoflair catalog 
from American Fixture Inc., St. 


Louis. 


Among the styles shown are units 
for floor, counter and wall use plus 
a model with a throw-over strap for 
use on furniture and appliances. 

Prices for the units are generally 
in the $2.95 to $5.95 bracket. 


+ + « for more details circle 1005, page 141 


Jiff-E-Sign White plastic let- 
ters with strong 
gripping magnets 
for using on any steel surface have 
been introduced by Ferrocraft, Mor- 
ganfield, Ky. They are available in 
modern, and condensed 


packed on perforated metal back- 
grounds. 

A leaflet lists prices at 50¢ each for 
roman 2” letters or $39.75 for a font; 
53c each for modern 2” letters or 
$39.75 for a font. Non-magnetic brass 
letters with adhesive backings are 
also available. 

- « » for more details circle 1006, page 141 





If it matters how well your self-adhesive 
signs look, adhere and last... 


Genuine FasCal Vinyl and Chrome self-adhesive materials 
are identified by the imprint on the back. This is your assur- 
Look for the ance the sign has 


« superior high-tack adhesive 


* a smooth, glossy surface that will not peel, crack or de- 
laminate...a surface that screens beautifully and lasts 
and lasts 


« high resistance to heat, cold, road dirt and chemicals 
« backing that peels off easily, uniformly — consistently! 
* a reputation for top quality earned through years of use 


° If this is what you want, insist on FasCal. It’s imprinted to 
Imprint on the Back help you avoid unsatisfactory substitutes. Samples gladly 


submitted on request. 


a tt nak 5 OI 


{7a Fasson Products 


DepartmentA-10 © 250 Chester St. © Painesville, Ohio 
an Avery company Elmwood 2-4444 
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From Office to Public 


in the window answers questions, with 


The manikin 


the help of the boss, four stories up 


98 + qn * October 1959 


A Manikin that 
Talks to People 


A manufacturer makes friends, 


and 


sales too, with a manikin hooked up 
with an intercom to permit it to talk 
to passers-by | 


Rupert Weidner, New York City 
manufacturer of beaded trimmings, 
had a problem. He wanted more 
people to notice his display window 
in the busy theatrical district and 
he wanted to make sure the win- 
dow was attracting attention. 

At first this seemed impossible; 
the display window on the ground 
floor couldn’t be watched from the 
office and factory on the fourth 
floor. It was just another display 
window until Mr. Weidner decided 


to eavesdrop on the viewers. 


> He had a local sound company 
install a small microphone in the 
window to pick up the comments of 
passers-by. This intrigued him so 
much that he had the sound people 
install a DuKane Flexifone inter- 
com so that he could listen as well 
as talk to potential customers. (The 
simple wiring had to be drawn up 
the building’s elevator shaft.) 

The next step was to find a man- 
ikin that would give the appearance 
of talking, Charlie McCarthy style. 
Mr. Weidner had a sitting model 
made that would move its hands 
(holding beads) and open its mouth 
to simulate conversation. A button 
on Mr. Weidner’s desk controlled 
the actions of the dummy. 


> Now completely installed, the 
talking dummy display bears a sign, 
“T am a talking mechanical sales- 
man and will answer all questions 


referring to merchandise in this 
window. Please press bell button at 
your left which will enable me to 
answer your questions.” 

A buzzer activates the manikin, 
actually serving as a signal to Mr. 
Weidner that someone at the win- 
dow wants to chat. On goes the 
Flexifone. 

“Hello, may I help you?” says the 
manikin, lips moving. 

“Sometimes we have fascinating 
conversations,’ says Mr. Weidner. 
He claims it’s easy for the public 
to forget to whom they’re talking. 
Mr. Weidner gives information on 
his products and their installation 
in English, French, German and 
Spanish. A placard tells passers-by 
that the manikin can handle all of 
these languages. 


> Mr. Weidner uses the same scene, 
except for merchandise changes, 
throughout the year. At Christmas 
time the manikin wears a Santa 
suit and a boy clown manikin sits 
on his lap. To give himself an occa- 
sional breather, a recorded dialog 
between the two manikins explains 
various aspects of the merchandise. 

The display brings real sales re- 
sponse from the people who may 
have been too lazy to inquire fur- 
ther. “I don’t think I’m fooling 
anyone with the talking dummy,” 
Mr. Weidner said, “but nobody 
seems to mind. My manikins get 
real respect from the shoppers.” 44 





WHO 
SAYS 


YOU CAN’T 


PRINT FLUORESCENT 
COLOR BY LETTERPRESS 
OR OFFSET 


7 





NOBODY 


Printed two impressions by offset with Day-Glo Lunar Yellow ink 


New Day-Glo printing inks make fluorescent 
color practical to use on largest printing runs! 


Now there’s nothing to stop you from using 
vivid Day-Glo colors on anything you print 
no matter how large the quantity! The break- 
through is here with the new line of genuine 
Switzer Day-Glo Letterpress and Litho inks 
that run smoother, print cleaner and give 
brightness unmatched by any previous fluores- 
cent printing ink. 

Both inks have been printer-proved by 
millions of impressions on large and small 
runs, on large and small presses, on packag- 
ing, labels, direct mail, magazine inserts, 
covers, streamers and displays. 


For every piece of advertising or promotion 
material that you have a hand in—look to 
Day-Glo printing inks for a new dimension in 
brightness, impact and visibility. Seven bril- 
liant inks to choose from. Write today for 
color chips and further information. Indicate 
preference for litho or letterpress, or both. 


SWITZER BROTHERS, INC. 


4732 St. Clair Avenue, Cleveland 3, Ohio 


Day-Glo is the registered trade-mark of 
Switzer Brothers, Inc. 


Don’t overlook Day-Glo by ScrEEN Process, Day-Glo by GrRAvURE — or Day-Glo coated papers and board. 





Cype is the Face 


You turn to the Public 


No matter how beautiful the art or how significant the 
message, your advertisement is a complete failure if not read. 
And, more often than not, poor readership is synonymous with 
poor typography. Advertisers and agencies know that ATA mem- 


ber firms have the reputation, craftsmanship and wide selection 


of type faces to help them produce the finest in advertising 


typography. Why not phone your ATA typographer today? 


4 
Meanie 


ADVERTISING TYPOGRAPHERS ASSOCIATION of AMERICA, INC. 


Executive Offices: 461 Eighth Avenue, New York City 


THIS ARROW COMPOSED FROM FOUNDRY RULE: AN EXAMPLE OF ATA 
CRAFTSMANSHIP PLUS A REASON WHY IT PAYS TO SET TYPE RIGHT 
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AKRON, O. 


The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD, 
The Maran Printing Co. 


BOSTON, MASS. 
The Berkeley Press 
Machine Composition Co. 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 
J. M. Bundscho, Inc. 
The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jaggars-Chiies-Stovall, Inc. 


DAYTON, 0O. 
Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 
Hoflund-Schmidt Typographic Service 


DETROIT, MICH. 
Arnold-Powers, Inc. 
The Thomas P. Henry Company 
George Willens & Co. 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Mahoney Typographers, Inc. 


LOS ANGELES, CAL. 
Adtype Service Company 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOLIS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. 
Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Artintype, Inc. 
Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 
The Composing Room, Inc. 
Composition Service, Inc 
Diamant 2 Service, Inc. 
A. T. Edwards Typography, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 
Imperial Ad Service Corporation 
King Tyseerentic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company 
Chris. F. Olsen 
Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 


NEWARK, N. J. 
Barton Press 
William Patrick Co., Inc. 


PHILADELPHIA, PA. 
Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 


PITTSBURGH, PA. 
Davis & Warde, Inc, 


PORTLAND, ORE. 
Paul 0. Giesey Adcrafters 


ROCHESTER, N. Y. 
Rochester Monotype Composition Co. 


ST. LOUIS, MO. 
Warwick Typographers, Inc. 


SEATTLE, WASH. 
Frank McCaffrey’s 


TORONTO, CANADA 
Cooper & Beatty Limited 
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The esthetic design of type gives the reader an impression 
which can affect the meaning you are trying to communicate. This study 
examines some frequently-used faces to measure their meaning. 


By James E. Brinton & 
William B. Blankenburg 


Pieces of type form words that 
communicate ideas. Beyond their 
elementary chore of word-forma- 
tion, the pieces of type, because of 
their design, do some communicat- 
ing of their own. The esthetic mes- 
sage of a type’s design has been 
termed the type’s “feeling,” “per- 
sonality,” “atmosphere-value,” or 
“mood”—depending upon _ the 
typographer making the evaluation. 

Esthetic descriptions of type are 
common in the communication pro- 
fessions. The typography of an ad- 
vertising campaign, for instance, is 
settled upon because such-and- 
such a typeface is, to the art direc- 
tor or typographer, “honest,” or 
“modernistic,” or whatever esthetic 
quality seems appropriate to the 
product. 


> Based on their knowledge of type- 
faces, people might be divided into 
two broad groups: the professional 
type-users, who are accustomed to 
making judgments in the “lore” of 
type, and the laymen consumers of 
the typographic product. 

Printing is a form of representa- 
tional art in which the professional 
artist-typographers try to enhance 
the message of the word with the 
message of the type’s design. At 


the end of all this message-sending 
are the laymen who buy and read 
the typographic product. 


> The question arises: does the lay- 
man get both messages? 

A recent study at the Department 
of Communication and Journalism 
at Stanford University attempted to 
find out some things about the 
esthetic message of type by meas- 
uring the meaning of typeface 
esthetics. 

The end result of the study was 
a set of general definitions of the 
typographic esthetics of Garamond, 
Garamond Bold, Garamond Italic, 
Bodoni Book, Bodoni Book Italic, 
Ultra Bodoni, Cheltenham Bold, 
Typo Script, Kaufmann Script, Kar- 
nak Intermediate, Copperplate 
Gothic, Tempo Bold, and Flash. The 
study allowed comparisons of the 
types and yielded two sets of evalu- 
ations—one by professionals and 
another by laymen. 


> What was needed to perform the 
study was a method of having peo- 
ple make and record judgments of 
typeface design. The instrument se- 
lected was the “semantic differ- 
ential,” a sort of questionnaire de- 
veloped by Profs. Osgood and Tan- 
nenbaum of the University of Illi- 
nois. 

A semantic differential test sheet 


is a series of scales, each bounded 
by appropriate opposite-meaning 
adjectives. The person taking the 
test examines a concept (in this 
case, type printed at the top of the 
sheet) and checks off his reaction 
on each of the seven-segment 
scales. A scale and its polar ad- 
jectives look like this: 


A mark at the center of the scale 
indicates neutral reaction to the 
concept or stimulus. The person 
participating is able not only to 
indicate the direction of his reac- 
tion by marking on either side of 
neutrality, but the intensity of his 
reaction by the closeness of his 
mark to a pole. Thus a respondent 
is able semantically to differentiate 
the meaning of an object. 


>In the Stanford study 13 type- 
faces were judged. Each was set 
in a line which read: “This Collec-: 
tion of Type Characters.” 24-point 
type was used for all faces. For each 
typeface, this line was printed at 
the top of a sheet of paper. Follow- 
ing the typeface presentation on 
each sheet were 26 differential 
scales. The test sheet for Chelten- 
ham Bold is illustrated here. 

In addition to having a variety of 
types represented, several series in 
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What People Think of Typefaces 


When investigators asked both laymen and experts to 
rate |3 different typefaces on 26 characteristics, the re- 


sults were not what you might have expected. They are 
summarized below: 


© This typeface is used for those adjectives used by the 
experts alone. 

© This typeface is used for those adjectives used by the 
laymen alone. 

*® This typeface is used for those adjectives on 
which both experts and laymen agreed. 


Light, rich, beautiful, expensive, meaningful, graceful, 
tight, formal 
Book Soft 


Perfect, good, clean, harmonious, honest 


Bodoni 


: Perfect 
Bodoni Soft, plain, feminine 
Rook Italic Good, rich, beautiful, rounded, expensive, grace- 
ful, clean, harmonious 


Active 
Ugly 
Hard, strong, dark, masculine, rugged 


Bedeni. Ultra 


cheap 
Active, honest 


Plain, strong, dark, simple, masculine, usual, 
rugged 


Imperfect, hard, constrained, old, ugly, old-fashioned, 
Cheltenham Bold 


New, modern 


Hard, plain, good, strong, dark, simple, mascu- 
line, rugged, honest 


Tempo 
Bold 


Hard, constrained, strong, masculine, rugged, awkward, 
stiff 
Good, simple, clean, honest 


Karnak 
Intermediate 


K aujman 
Script 


New, active, modern, informal 
Soft, feminine 
Light, delicate 


Old-fashioned 
Weak, beautiful 
Soft, ornate, light, complex, rich, rounded, ex- 


pensive, feminine, delicate, graceful, clean, har- 
monious, formal 


Tipo Senspt 


Light, rich, beautiful, rounded, expensive, meaningful, 


Plain 
Perfect, good, clean, harmonious, honest 


Old, meaningful 
Hard, plain, usual, rugged 


Perfect, strong, dark, masculine, clean, harmoni- 
ous, honest 


GARAMOND Bold 


Perfect, good, rich, beautiful, rounded, meaningful, har- 
monious, honest 


Ornate, weak 


Soft, light, expensive, feminine, delicate, grace- 
ful, clean 


Garamond 


Italic 


Free, new, active, strong, rounded, modern, cheap, mas- 
culine, relaxed 


Flash Dark, rugged, informal 


Garamond | delicate, graceful, formal 


Constrained, old, dark, rugged, stiff, formal 
COPPERPLATE GOTH Honest 


Hard, plain, strong, simple, masculine, clean 
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some families were used. The Gar- 
amonds and Bodonis were chosen 
because of their widespread use. 
Within each, the normal roman 
version, the italic, and a boldface 
were selected in order to study 
variations within families. 


> Both professional and lay groups 
were to be used. The professional 
group numbered 22, and the lay 
group 25 adult subjects. The cri- 
terion for selecting a “professional” 
was that he occupy a position where 
he has been or is required to make 
choices of type for printing. This 
rule allowed the inclusion of some 
commercial artists and others in 
addition to those answering only 
to the title of typographer. A lay 
subject could be almost any other 
responsible adult. 

We then tabulated the responses 
on a master score sheet for each 
typeface. 

When we plotted and connected 
the averages for each scale on a 
test sheet, we got a “profile” pic- 
ture of a_ typeface. 


> However, a more exact and sys- 
tematic method of examining the 
results was used. We selected all 
averages which were at least one 
full interval away from the mid- 
points of the scales. Thus, if a scale 
yielded a mean at least one interval 
away from neutrality, the adjective 
at the end of the scale was chosen 
as being descriptive of the typeface. 

Using this method, lists of ad- 
jectives describing the faces were 
drawn up, and are given in the ac- 
companying table. 


> There is a general over-all sim- 
ilarity in the key adjectives used 
by both groups to describe most of 
the faces. The greatest difference 
between the two sets of lists is in 
the greater length of the profes- 
sionals’. For instance, the pro- 
fessionals agree with the laymen 
in saying Garamond is perfect, 
good, clean, harmonious, and hon- 
est. But they also add light, rich, 
beautiful, rounded, expensive, deli- 
cate, and graceful. This holds also 
for Bodoni. 

In the professionals’ appraisal of 
Cheltenham Bold, a_ professional 
“disfavor” of this face may be 
noted. They say it is imperfect, 
hard, constrained, old, ugly, old- 
fashioned, and cheap. Laymen can 
see none of these qualities in Chel- 
tenham, but view it as active, plain, 
strong, dark, simple, masculine, 
usual, rugged, and honest. 

Karnak provides another inter- 
esting contrast. On no single ad- 
jective is there agreement between 
professional and lay judgment. 
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Koverite-covered catalog produced by Ogden Printing Company, Inc., 636-11th Ave., New York City 


When Avon goes calling, | Koverite | binders display 
the promise of beauty from cover to cover 


Why Avon's Sales Representatives, more than 
100,000 strong, present their quality cos- 
metics and toiletries from catalogs bound in 
beauty-guarded Koverite. 


Avon knows that beauty is as impor- 
tant in the presentation of their out- 
standing line of cosmetics and toilet- 
ries as it is in the results they promise 
their customers. The daily handling 
their catalogs receive in home call 
after home call puts them to con- 
siderable use. Yet Avon reports the 
Koverite binders really do stand up 
beautifully. 

From snowy white, through a rain- 
bow of attractive colors, to handsome 
grays and blacks, Koverite’s colors are 


“beauty-guarded” — impregnated clear 
through the tough, leather-like cover, 
so nicks and scratches are virtually in- 
visible. Dirt and smudges wash off in 
soap and water, and Koverite is so 
strong that to all practical purposes, it’s 
tearproof—even at the edge. 

Rich and leather-like to see and feel, 
Koverite die-cuts cleanly, takes screen 
printing and embossing crisply. And it 
costs up to 15% less than any cover you 


KOVERITE?® tas 


Manufactured and distributed by 
THE BARASH COMPANY, a division of 
United States Plywood Corporation 


could find that matches Koverite for 
strength, texture, and beauty. 


The Barash Company 
Dept. AR 10-59, 122 Fifth Avenue 
New York 11, N. Y. 


Please send me a free Koverite 
swatch sampler. 

Name 

Firm... 


Address. 





THE TYPE FACES YOU WANT 
SET AND PROOFED AS YOU WANT 
..» AROUND THE CLOCK 


set 


Service Out Of Philadelphia 
And 7 Other East Coast Cities 


LINO 


What kind of proof does your layout call for? Repro 
Stock? Wax-backed Acetate? Unwaxed Acetate? 
Typehesive (Kleen-Stik) Stock? Color-aid Paper? 
Do you need a negative? A positive? Do you want 
the type screened? Want it Typortionalized? 

You name it—and name the type—and Progressive 
will produce it for you on a round-the-clock work 
schedule. This fast, complete composition service 
(with one of the largest selections of faces available 
anywhere) is only overnight by mail from any point 
on the East Coast. And that time is cut for many 
of our clients by our 7 East Coast Branch Offices 
and integrated messenger pick-up and delivery. 

The new one-line specimen book illustrated here 
is one of the ways we have of introducing ourselves. 
Send for a copy if you would like to make our 
acquaintance. Write Dept. ARS. 


Cheltenham Bold 
. 


This Collection of Type Characters 


Typical Profile . . . When opinions were 
plotted on one of the worksheets, this 
kind of profile was obtained. 


As for Typo Script, however, al- 
most perfect agreement between the 
two groups can be noted. 


>» Why the differences between the 
professional and the lay groups? 
Possible existence of a lore of 
typography was mentioned earlier. 
If it exists and is known to the pro- 
fessionals, then it should be pos- 
sible to predict some of the differ- 
ences between the professionals and 
laymen. 


@ First . . . the professionals should 
be able to ascribe a greater number 
of qualities to the faces. This was 
shown by the fact that professionals 
did actually report 142 significant 
adjectives, while laymen reported 
only 104. It took the professionals 
an average of almost 11 adjectives 
to describe each face, while the 
laymen used only eight. 


© Second ... if the professionals 
have a common body of knowl- 
edge, then there should be a greater 
consistency in their responses, That 
this was so was indicated by meas- 
urement of the spread of responses 


», PROGRESSIVE comrosition company a pee 


¢ Fa Sth & Sansom Streets, Phila. 7, Pa. WaAlinut 2-2711 . Third ieee the professionals’ great- 


: er critical facility should enable 
’ The PROGRESS - HANSON - PROGRESSIVE Group Ries daddies toidedeiaeiaaiin ae 
One of America's Most Complete Graphic Arts Organizations sitions in the scales. This, too, was 
‘ ° ’ , 
PROGRESS Plate Making Company | HANSON Electrotype Company { PROGRESSIVE Composition Company indicated by an examination of 
923 Filbert Street, Phila. 7 : 9th & Sansom Streets, Phila. 7 ' 9th & Sansom Streets, Phila. 7 b 
WAlnut 2-0447 WaAinut 2-5567 WAinut 2-2711 average responses by group. 


NEW YORK: MU Hill 2-1723 © NEWARK: MA 3-5334 © WASHINGTON: EX 3-7444 : , ‘ 
LANCASTER: EX 4-1675  « Cuamten: € 6@R © BALTIMORE: SA 7-5302 © RICHMOND: MI 4-271 > It might be asked which descrip- 
tion—the professional or the lay— 
should be used in selecting a type- 
face for a specific use. In those 
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cases where the profiles generally 
agree, but where the professionals 
ascribe additional qualities, it would 
probably be better to rely on the 
more sensitive judgment of the pro- 
fessional. 

However, where there is actual 
disagreement, such as in the Chel- 
tenham or Karnak cases, one might 
want to go against the judgment 
of the professionals. Certainly lay- 
men attribute very desirable qual- 
ities to those faces. 

Further study in this field could 
lead toward an eventual cataloging 
of a large number of typefaces. 
Such a cataloging of faces would 
be useful in training typographers 
and also would be useful to typog- 
raphers in their work. 

While there are presently many 
verbal descriptions of typefaces, 
these descriptions are far from ade- 
quate and are certainly not empiri- 
cally grounded. What was found in 
this study does not contradict what 
has been written about these par- 
ticular faces. It does, on the other 
hand, provide empirical verifica- 
tion of what is currently thought 
about typefaces. And it also pro- 
vides a way of getting additional 
knowledge in the command of the 
typographer. 


Designs That Sell 


SIGN 


STOUT 


> Further studies of this sort should 
extend to situations where type- 
faces are used in various condi- 
tions of content and context, in the 
hope of discovering if the face 
which carries a message has any 
influence on the effect of the mes- 
sage. It should be possible in the 
future to establish that the art of 
typography has a very central po- 
sition in the science of communica- 
tion. 44 


Coating Machine Takes 
Paste Out Of Paste Up 


A machine that applies a pres- 
sure-sensitive adhesive coating to 
paper has been introduced by Pot- 
devin Machine Co., Teterboro, N. J., 
as a means of eliminating hand 
pasting operations in pasting up 
layouts. 

The machine, called the Potdevin 
adhesive wax coating machine, ap- 
plies such a coating to printed copy, 
reproduction proofs, photographs, 
photostats, velox prints and similar 
materials. It is designed for use by 
newspapers, magazines, typogra- 
phers, advertising agencies, art stu- 
dios and photo offset printers. Sev- 


eral metropolitan newspapers have 
installed the equipment. 

The wax coated paper can be re- 
positioned or removed without tear- 
ing. 

The machine utilizes a thermo- 
statically controlled electric heater 
to maintain the correct wax tem- 
perature for proper coating. 

Three machine sizes are pro- 
duced which will coat materials of 
any length in widths of either 12”, 
21” or 27”. All three are portable. 

Potdevin Machine Co., 285 North 
St., Teterboro, N. J., will supply 
complete information. 44 


‘Copy-Block’ Beats 
Drawing Copy Blocks 


To eliminate the drudgery of 
having to indicate, by drawing, 
where blocks of body copy appear 
on layouts, Craftint Manufacturing 
Co., Cleveland, has _ introduced 
Copy-Block. The product is a thin 
gage, self-adhering acetate sheet 
printed to give the impression of 
lettering, thus freeing artists from 
having to draw pencil lines to in- 
dicate a block of copy. Copy-Block 


ee ee 


through REPETITION ... COVERAGE...LOW COST 
... COLOR ...and POINT-OF-PURCHASE ACTION 


Metal signs allow advertisers to cash in on all other promotional efforts: 
offering constant repetition... pin-pointing coverage ... insuring the 


most efficient cost per 1000 ratio... presenting the product and sales 
message in eye catching color... and telling prospects where to buy. 
if you want more information, write today. 


Cormpaey 


6425 WEST FLORISSANT AVE., ST. LOUIS 22, MO. 
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better tonic 


in the world for an ad than a fresh, new 
approach! It can put new 
is supposed to sell the customer. Wake 


specifying SERVICE Typx 


life into the message that 
up your ad campaign by 


graphers for all type requirements. 


You'll get a full selection of the finest and most modern 
styles combined with the skill and craftsmanship 
that comes with many years of satisfying 


discriminating type 


getting is su a 


buyers. 


“Where 
2 SU an are 


S| ERVICE typograpnhers, inc. 


723 S. Wells St., Chicago 7, Ill., HArrison 7-8860 


Falstaff Brewing Corpora- 
tion*—brewers of premium- 
quality Falstaff beer — uses 
a Hankscraft battery-oper- 
ated rotary motor to power 
this appealing, thirst-pro- 
voking point-of-purchase 
display. Eye-catching ani- 
mated pieces like this help 
to make Falstaff one of‘ the 
country’s largest-selling 
beers. Like all Hankscraft- 
powered displays, it runs for 
weeks without attention — 
moving the message that 
moves the merchandise! 


Hankscraft will gladly recommend the 
best motor for your particular display 
use. Send us a cutout dummy and 
rough sketch. We'll return them with 
our report—no obligation, of course! 


sane by a 


mY eee 


Battery-Operated 
PTV A a alse 


AMERICA'S PREMIUM QUALITY BEER 


Display designed and produced by 
Schmidt Lithograph Company, San Francisco 


~y HANKSCRAFT COMPANY a 
DISPLAY MOTOR DIVISION # 
os Reedsburg, Wisconsin 


ee ee ee ee OO 
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Simulated Lettering . . . Sheets look like 
blocks of type, can be added to layout 
without taking the artist’s time to letter. 
Self-adhesive, the sheets are made to 
substitute for various sizes and leadings 
of common body type. 


gives the impression of lettering but 
is not intended to read as type. 

To use, the sheet is simply posi- 
tioned on the layout, cut to size, the 
backing sheet removed and the 
Copy-Block burnished down. 

Copy-Block is available in the 
three type sizes generally used in 
body copy—8, 10 and 12 point. It 
is also spaced out to measure the 
same as the normal leading found 
in text matter. 

The product retails for 85c per 
sheet. Sheets can be purchased in 
a specified point size or in a com- 
posite form having all three sizes 
together. Each sheet contains 96 sq. 
in. of usable surface. When the ma- 
terial is to be used in high heat re- 
production machines, a_ special 
Thermo high melting Copy-Block 
($1.10 per sheet) is recommended. 

A sample of Copy-Block is avail- 
able upon request. 


+ for more details circle 1012, page 141 


Reeve Angel Sports New 
Three-In-One Trademark 


H. Reeve Angel & Co., Clifton, 
N. J., had a not uncommon prob- 
lem to solve in redesigning its 
trademark but the problem was 
solved in an uncommon manner. A 
manufacturer and distributor of 
three somewhat diverse products— 
chemical filter papers, drawing pa- 
pers and laboratory equipment— 
the company wanted each of the 
three divisions to have its individual 
symbol. Yet that symbol had to be 
one which would tie each division 
strongly to the parent company. 

In addition, the trademark had 
to be simple and the company 
wished to become known simply as 
“Reeve Angel.” 


> For the new trademark, Eckstein- 
Stone, New York graphic designers, 
chose a modern, lower case “ra” de- 
sign which appears on all adver- 
tising, promotion and packaging. 
On company letterheads, which 
are different for each division, the 





initial letters are backed by a 
shaded circle. The name “Reeve 
Angel” (but, again, in lower case) 
leads out from the circle. The full 
company name, H. Reeve Angel & 
Co. Inc., and the address appear 
unobtrusively above in small black 
type to smooth the transition to the 
shorter name form. 


The variation for each division 
is found within the shaded circle. 
The filter papers division uses an 
arrangement of scrambled symbols 
depicting the filtration process. A 
laboratory gage symbolizes the lab- 
oratory equipment division, and the 
company’s 200-year old watermark 
design depicts the drawing papers. 


Brochure Cover’s Two 
Colors Look Like Three 


A two-color folder with a three- 
color look promotes Dura-Weve, 
Scott Paper Co.’s discardable paper 
product with the strength and feel 
of cloth. 

The two-color yellow and black 
folder achieves its three-color look 
by means of a die-cut area through 
which appears part of the enclosed 
sample of aqua Dura-Weve. 

Dura-Weve is made by bonding 
Avisco rayon scrim between layers 
of Scott wet strength paper. The re- 
sult is a product which feels and 
drapes like cloth, has strength and 
tear resistance, is highly absorbent 
—and is low-cost enough to be dis- 
cardable, to boot. It can be printed 
on standard presses in colored pat- 
terns and designs giving it the ap- 
pearance of true cloth. 

It can be used for table cloths, 
summer drapes, headrests, towels, 
hospital gowns and industrial cloth- 
ing and wipers. 

The direct mail piece and en- 
closed sample are available upon 
request. The mail piece was pre- 
pared by American Viscose Corp. 
for Scott Paper Co. American Vis- 
cose, too, has an interest in selling 
Dura-Weve since the company 
manufactures the Avisco rayon 
scrim which gives the product its 
strength. 


- for more details circle 1013, page 141 





I want a sharp clear letter 
in my composition. 


I want to be able to make 
word changes without re- 
setting a whole line. 


In my body copy I don’t 
want “‘rivers’’. 


Type set in Monotype 


I want to get as many 
characters as possible in a 
given space without charac- 
ter crowding. 


I want to set copy up to 
60 picas without any cost 
penalty. 


Now, where can I get this 
kind of composition? 


Century Schoolbook and Craw Clarendon Series 


monot 


THE MODERN METHOD OF 


JPRS 


T want Letterspacing, not 
just word spacing. 


I want perfect fitting 
italics that give a line, or 
paragraph, an appearance 
of consistency. 


Why don’t you try Mono- 
type, Mr. Art Director. 
You'll be surprised at the 
low cost and pleased with 
the result. Specify Mono- 
type on your next adver- 
tisement, brochure or cat- 
alog. In the meantime. . . 
write for new specimen 
showing on Monotype 
Craw Clarendon and Cal- 
ifornian. Lanston Mono- 
type Company (a divis- 
ion of Lanston Industries, 
Inc.), 24th and Locust 
Streets, Philadelphia, Pa. 


YPESETTING 


Good... Better... Bundscho 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago |! 
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This Type Book (Like 
People) Has Personality 


A typeface specimen booklet by 
New Era Lithograph Co., New York, 
is based on the theme that type- 
faces have individual personalities 
—and the company has taken the 
time and trouble to, graphically 
speaking, put this point across. 

Titled “The New Era Selector,” 
the booklet also employs its cover 
to bring out the fact that “Type 


Colonial Stores got a big jump in the 
competition for customers in the new 
Cardinal Valley Shopping Center, Lex- 
ington, Ky. Their Hanover embossed 
plastic sign stretches 230’ around two 
sides of this modern supermarket. In 
the daytime it commands attention. At 
night it demands attention. 

Despite its size, this sign has an attrac- 
tive “one-piece” look. Its exclusive 
“lock-light” construction snugs seams 
so close they’re nearly invisible. There 
are no metal dividers; no shadows... 
and no light leaks! 


Letters are embossed a full 242” from 
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ies Likeness, Butler Typo-De- 
sign Research Center, Nendete, lll., used 54 different type- 
faces for his Christmas card. The small letters around the edge 
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faces have personalities . . . like 
people!” Above that information are 
photographic illustrations of six 
men and women of diverse ages 
and interests. 

The booklet is mailed in a die- 
cut envelope with six round holes 
just large enough for the six diverse 
faces (people’s, not type) to show 
through. The legend about type- 
faces having personalities like peo- 
ple is repeated on the envelope to 
explain the show-through. 


the corrugated plastic background to 
improve legibility and provide an arrest- 
ing 3-D effect. Non-fading acrylic 
colors, applied to the protected inside 
surface, will stay clear and bright for 
many years. 

The plastic forming press, designed 
and built by Hanover engineers, is the 
only one of its kind. It forms the back- 
ground, embosses copy and trade- 


TO HELP YOU PLAN: Ask for our brochure, ‘ 


NOER Shi ORGE UKE ped 3 
North Wal NOEL 


un. all 54, plus “‘Likeness Scrawl No. 15” for the message. 
Card was by-product of work done by Mr. Likeness as co- 
author of ‘’Practical Handbook on Display Typefaces.’’ 
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Inside, the 48-page booklet con- 
tains sample showings of every 
typeface available at New Era. One 
specimen line of each type is shown 
with available sizes listed beneath. 

Even the inside pages carry out 
the people and personality theme. 
Interspersed throughout the book 
are half-page illustrations of each 
of the people on the cover, a line 
suggesting the feeling each inspires 
—and a typeface to match each 
feeling. 

- for more details circle 1014, page 141 


Colonial-Albers supermarkets attract customers with Hanover signs in the Midwest, South and East Coast. 


230’ Hanover sign grabs attention in 


marks, and shapes the “lock-light” 
seams .. . all in the same operation. 
This saves time and labor; you get 
more sign for less money. 

Your letter or phone call will put 
our 29 years of counseling on store and 
brand identification at your service. 
Address Hanover Neon Electric Cor- 
poration, 773 North Fourth Street, 
Columbus 8, Ohio. 


‘Put more ‘Pull’ in your sign program.” 


HANOVER sere cot sie 








© THE CHAMPION PAPER AND FIBRE CO., 1959 


ALBERT GOMMI 


How to make a colorful impression 


The colorful plumage of the macaw serves as an exacting 


. 7 a ror ‘ ® 
demonstration of the ability of Templar Coated Offset 
to deliver fine quality, detailed color reproduction. 
Its blue-white shade and smooth coated surface 


assure brilliant multi-color effects, dense blacks, 


To, 
and sharp, clear halftones. For pamphlets, folders, COATED a eon 


catalogues, house magazines, direct mail advertising 


OrrFs ET 
and sales promotion material of all kinds. 


For printed or plain samples write Champion’s Advertising Department. 


THE CHAMPION PAPER AND FIBRE COMPANY 


HAMILTON, OHIO 
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These Merchants Can Supply You With 


TEMPLAR COATED OFFSET 


ALABAMA 
Birmingham The Whitaker Paper Company 
Mobile The Partin Paper Company 
Montgomery W. H. Atkinson. .Fine Papers 


ARIZONA 
Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 


ARKANSAS 


Little Rock Roach Paper Company 


CALIFORNIA 

Fresno Blake, Moffitt & Towne 
Los Angeles Blake, Moffitt & Towne 

Carpenter Paper Company 
Oakland Blake, Moffitt & Towne 
Sacramento Blake, Moffitt & Towne 
San Francisco Blake, Moffitt & Towne 

Carpenter Paper Company 
San Jose Blake, Moffitt & Towne 
Stockton Blake, Moffitt & Towne 


COLORADO 
Graham Paper Company 


CONNECTICUT 


Hartford John Carter & Co., Inc. 
New Haven John Carter & Co., Inc. 


DELAWARE 
Wilmington Whiting-Patterson Co., Inc. 
DISTRICT OF COLUMBIA 
Washington The Whitaker Paper Company 


FLORIDA 
Jacksonville The Jacksonville Paper Co. 
Miami The Everglade Paper Company 
Orlando The Central Paper Company 
Tallahassee The Capital Paper Company 
Tampa The Tampa Paper Company 


GEORGIA 
Atlanta The Whitaker Paper Company 
Macon The Macon Paper Company 
Savannah The Atlantic Paper Company 


IDAHO 
Boise Blake, Moffitt & Towne 


ILLINOIS 
Chicago. .Dwight Brothers Paper Company 
Parker, Schmidt & Tucker Paper Co. 
Decatur Decatur Paper House, Inc. 
Peoria Peoria Paper House, Inc. 
Quincy Irwin Paper Company 
Rock Island C. J. Duffey Paper Company 
INDIANA 
The Millcraft Paper Company 
Indiana Paper Company, inc. 


Fort Wayne 
Indianapolis 


KANSAS 
Wichita Southwest Paper Company 


KENTUCKY 
Lovisville.. The Rowland Paper Company, inc. 


LOUISIANA 
The D & W Paper Co., Inc. 


New Orleans 


THE CHAMPION PAPER AND FIBRE 


Augusta 


Baltimore 


Boston 
Springfield 
Worcester 


Detroit 
Grand Rapids 
Minneapolis 


St. Paul 


Jackson 
Meridian 


Kansas City 
St. Louis 


Billings 
Great Falls 
Missoula 


Concord 


Newark 
Trenton 


Albuquerque 


Albany 
Binghamton 
Buffalo 


Jamestown 


New York City 


For Export 


Rochester 


Asheville 
Charlotte 
Raleigh 


Akron 
Cincinnati 


Cleveland 
Columbus 


MAINE 
John Carter & Company, Inc. 


MARYLAND 
Garrett-Buchanan Company 
The Whitaker Paper Company 


MASSACHUSETTS 
John Carter & Company, inc. 
John Carter & Company, inc. 
John Carter & Company, Inc. 


MICHIGAN 


The Whitaker Paper Company 
Central Michigan Paper Co. 


MINNESOTA 

Cc. J. Duffey Paper Company 
Inter-City Paper Company 
Cc. J. Duffey Paper Company 
Inter-City Paper Company 


MISSISSIPPI 


Jackson Paper Company 
Newell Paper Company 


MISSOURI 
Wertgame Paper Company 
Acme Paper Company 
Shaughnessy-Kniep-Hawe 
Paper Company 


MONTANA 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 


NEW HAMPSHIRE 
John Carter & Company, Inc. 


NEW JERSEY 


Central Paper Company 
Central Paper Company 


NEW MEXICO 
Carpenter Paper Company 
NEW YORK 


Hudson Valley Paper Co. 
Stephens & Company, Inc. 
Hubbs & Howe Company 
The Millcraft Paper Company 
Forest Paper Co., Inc. 
Milton Paper Co., Inc. 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Bulkley Dunton (Far East) 
\ Bulkley Dunton 5S. A. 
Paper Corp., S. A. 
Champion Paper Export Corp. 
Genesee Valley Paper Company 


NORTH CAROLINA 
Henley Paper Company 
The Charlotte Paper Company 
Epes-Fitzgerald Paper Company 


OHIO 
The Millcraft Paper Company 
The Cincinnati Cordage & Paper 
Company 
The Whitaker Paper Company 
The Millcraft Paper Company 
Sterling Paper Company 


Dayton The Cincinnati Cordage & Paper Co. 


Mansfield 
Toledo 


Sterling Paper Company 
The Millcraft Paper Company 


General Office: Hamilton, Ohio 
Mills at Hamilton, Ohio ... Canton, N. C. ... Pasadena, Texas 


OKLAHOMA 


Tulsa Beene Paper Company 
Tayloe Paper Company 


OREGON 
Portland Blake, Moffitt & Towne 
Carter, Rice & Co. of Oregon 


PENNSYLVANIA 
Allentown Kemmerer Paper Company 
(Division of Garrett-Buchanan Company) 
Lancaster Garrett-Buchanan Company 
Philadelphia. Garrett-Buchanan Company 
Paper Merchants, Inc. 
Whiting-Patterson Company, Inc. 
Pittsburgh The Whitaker Paper Company 
Reading Garrett-Buchanan Company 


RHODE ISLAND 
Providence John Carter & Company, Inc. 
SOUTH CAROLINA 
Columbia Epes-Fitzgerald Paper Company 

SOUTH DAKOTA 
Sioux Falls Sioux Falls Paper Company 
TENNESSEE 
Chattanooga Bond-Sanders Paper Company 
Knoxville The Cincinnati Cordage & 
Paper Company 

Memphis Tayloe Paper Company 
Nashville Bond-Sanders Paper Company 


TEXAS 
Amarillo Kerr Paper Company 
Austin Carpenter Paper Company 
Dallas Olmsted-Kirk Company 
El Paso Carpenter Paper Company 
Ft. Worth Olmsted-Kirk Company 
Harlingen Carpenter Paper Company 
Houston Southwestern Paper Co. 
Lubbock Carpenter Paper Company 
San Antonio Carpenter Paper Company 
Waco Olmsted-Kirk Company 


UTAH 
Ogden Carpenter Paper Company 
Salt Lake City American Paper & Supply 
Company 
Carpenter Paper Company 


VIRGINIA 


Norfolk Epes-Fitzgerald Paper Company 
Richmond Epes-Fitzgerald Paper Company 


WASHINGTON 
Seattle Blake, Moffitt & Towne 
Carpenter Paper Company 
Spokane Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 
Tacoma Blake, Moffitt & Towne 
Yakima Carpenter Paper Company 


WEST VIRGINIA 


The Cincinnati Cordage & 
Paper Company 


Huntington 
WISCONSIN 
Milwaukee. ..Dwight Brothers Paper Company 


CANADA 
Toronto Blake Paper Limited 


COMPANY 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 





Nothing in this world is for nothing, 


Boao leds 
DOES FREE 
PACKAGE 
DESIGN 

COST? 


says this independent package designer, pointing 
out that free package design is often costly. 


By B. A. McDermott 
Smith, Scherr & McDermott 
Akron, Ohio 


Behind the apparent paradox of 
the title lie some disturbing truths 
about the real costs of so-called 
“free” package design services of- 
fered by material suppliers. 

An interesting case history comes 
from a national blanket manufac- 
turer whose practise was to receive 
his yearly package design “free” 
from competing suppliers. The orig- 
inal order was always awarded to 
the supplier whose design was 
selected. Subsequent orders were 
placed on the basis of price quota- 
tions. In the case in point one such 
original order amounted to $55,000, 
and was subsequently bid in for re- 
runs at $45,650. Better than two- 
thirds of the difference in price of 
$9,350 represents the cost of the 
“free” package design—a hand- 
some price no matter how you look 
at it. 

This company now develops its 
own package designs without the 
aid of suppliers. 


> A look at the reasons the material 
suppliers have for offering “free” 
paekage design service will also do 
much to support the contention that 
they are, in fact, not free. 

The principal reason is simply to 


get away from strict price com- 
petition. After World War II, alert 
companies realized that when sup- 
ply and demand became more equal 
they would be back to the tradi- 
tional selling pattern—price, qual- 
ity and service, and with the em- 
phasis on price. 


> In casting about for something to 
provide a competitive edge, indus- 
try leaders established “art depart- 
ments.” The reasoning went some- 
thing like this: “Design” as such 
could be sold. And, moreover, the 
“pitch” would be to the advertising, 
sales, and marketing segments of 
managements, often the chief ex- 
ecutive officers; in short, the deci- 
sion makers who could be relied on 
to forego the strict price-conscious 
evaluation of a purchasing agent. 
The leaders were joined by other 
suppliers in establishing art depart- 
ments when it became apparent that 
the originators were getting results. 
The interesting and _ illuminating 
point is that the sole reason was to 
get away from price competition. 


> Since an art department was go- 
ing to be a pure overhead expense, 
it would be necessary to keep this 
overhead to a minimum. With this 
attitude it was not surprising that 
the quality of design services ren- 
dered was often far from satisfac- 


tory and the shoe-string character 
of many of these departments still 
exists today. 

What is most amazing in this sit- 
uation is that the businessman who 
uses these services takes a tre- 
mendous risk (his product may live 
or die on the strength of the pack- 
age) while his suppliers risk only 
a few sketches. 

Now the fact that suppliers have 
established art departments with 
the single motive of evading price 
competition doesn’t make it a bad 
thing. What does make it a bad 
thing, and what eventually can cost 
the client heavily, is the poor qual- 
ity of design that issues from these 
departments. 


> One principal deterrent to achiev- 
ing good design is the fact that the 
supplier’s designer rarely meets the 
client. In most cases the “design” 
is requested by the salesman who 
contacts the client. What this ar- 
rangement demands is a high de- 
gree of problem solving ability and 
design consciousness on the part of 
the salesman, which few salesmen 
possess. 

The result is that the designer 
works in a vaccuum without a real 
definition of the design problem or 
means to communicate effectively 
with the client. 

Good design should be free of 
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FREE 


IDEAS FOR 
BUILDING SALES! 
7” 


~ VUEMORE: xia Sy. 


Rush a copy of your new Catalog. 


Company 


Address 


A terrific 
catalog 
ing the complete 
line of VUE- 
MORE 

turntables 
BREVEL 


tion motors. 


new 


Write for your copy today. 
Use the handy coupon above! 


VUE-MORE Turntables are: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 


TROUBLE-FREE VERSATILE 
U-L APPROVED 
AND FOR YOUR ANIMATED DISPLAYS: 


Quiet, versatile, efficient Brevel 


motors are designed for maximum 
power and precise movement—yet 
compact enough to be used in any 
motion display. Write details. 


jor 


VUE-MORE CORPORATION 


ee ees ee 


ie eer el 2 a . NEW YORK IN Y 
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arbitrary limitations, yet the com- 
pany designer is under the con- 
stant obligation to create designs 
that can be produced within the 
limitations of his own equipment. 

This often precludes the best pos- 
sible design solution. 


> A prime disadvantage of suppliers 
design services is the narrowness of 
the design abilities of each. Each 
works in relation to only one medi- 
um, ie. glass, cans, cartons, etc. 
And so, the products of a client 
who uses many packaging medi- 
ums often suffer from a lack of 
continuity. The sustained and force- 
ful projection of a brand image, so 
important in today’s market, is lost 
or watered down through the vary- 
ing design approaches of the sup- 
pliers. 

This goes back to the principle 
that a supplier is rewarded with 
an order on the basis of his design 
contribution. Few suppliers. will 
follow a good design form estab- 
lished for other products in the 
clients line. This could be con- 
strued as “copying” and each sup- 
plier tries to change the current 
design so that his contribution be- 
comes unique and thus susceptible 
to the “reward.” 

Even if a client demands that an 
established design pattern be fol- 
lowed the chances are that the sup- 
plier’s designer will introduce some 
minor changes. The result is a con- 
tinuous design deterioration and 


Corrugated Pack Designs 
Upgraded by Color Effects 


Corrugated box customers can 
add the distinction of color designs 
to their packaging efforts with the 
introduction of mottled color Ban- 
nerboard by Banner Fibreboard Co., 
Wellsburg, W. Va. 

Two-Tone Bannerboard offers a 
marbleized pattern in a variety of 
standard two-tone colors or in any 
individual color combination de- 
sired by a customer. The shade of 
colors and amount of background 
show-through can be varied to meet 
particular requirements. Standard 
two-tones now available include 
blues, yellows, whites, reds, greens, 
oranges, and purples. 

The material is said to be highly 
adaptable to printing in a variety 
of colors and fits smoothly into box 
production processes. 

First applications for Two-Tone 
Bannerboard have been in corru- 
gated boxes and display pieces for 
toys, children’s furniture, whiskey, 


weakened continuity in the client’s 
product line. Generally, “well 
enough” is never left alone. 


> Back once again now to the cost 
of these “free” design services: any 
good businessman knows that every 
service he renders his customers 
costs him something. In short, all 
the auxiliary services which he 
renders his own customers make 
up his overhead which must be re- 
flected in his pricing policies. 

And yet the same businessman 
who stoutly defends his own prices 
by claiming that “you don’t get 
something for nothing,” is actually 
deceived by the claim that his 
suppliers design services are “free.” 

He reasons that an extra two or 
three per cent is a “competitive” 
price from his supplier, unaware 
that in the long run this difference 
in the cost of packaging materials 
could have secured the services of 
the country’s top package design- 
ers. 


>» Another hidden cost is in the loss 
of executive time spent in repeat- 
ing design objectives to various 
suppliers and evaluating their sep- 
arate contributions. 

The most significant cost of these 
“free” design services is one that 
can never be measured. How much 
more of the product could have 
been sold by virtue of outstanding 
design as opposed to mediocre de- 
sign? 44 


glassware, small household appli- 
ances, and hardware items. 
Samples are available. 


- « « for more details circle 1021, page 141 


Dad’s Shirt Packaging 
Designed to Amuse Kids 


An example of packaging dou- 
bling as a premium is the new “Play 
Time” shirt band series introduced 
by Nashua Corp.’s Surehold Sales 
Div., Nashua, N. H. 

These new shirt bands feature 


New Packaging Idea . . . Playtime shirt 
band series by Nashau’s Surehold Sales 
Div. features kids’ games and coloring 
cutouts as family premium appeal. 





New Family Design . 


HOW MANY OF THESE— 


CAN YOU SAVE WITH 
_ UNIDENTIFIED WRAPPINGS? 


| Actually .. . very few! Cost for adding 


print DECORATION to any Thilco paper 
is surprisingly low. In fact, it costs you 
only a fraction more than plain, uninterest- 
ing papers. DECORATED papers give you 
so much extra, too. They provide product 
identity, stimulate more sales, and give you 
much more in merchandising values — to 
say nothing of the protective benefits that 
are also yours with the numerous éinds of 
functional papers Thilco offers. 


a. 


catche 


LOOK WHAT PENNIES 
BOUGHT 


. . Family of packages designed for Wilson Sporting Goods Co. 


feature strong brand identification plus vigorous action appeal. Cartons are brilliant 
red on two faces, yellow on other sides with black top and bottom. Lower left-hand 
corner of all cartons has yellow area for pricing. The same basic design, used for en- 


tire Wilson line, was created by Dickens Inc., Chicago. 


coloring cutouts, dot-games, treas- 
ure hunts, etc., to provide fun for 
the kids after Dad removes the 
shirt wrapping. 

The Play Time bands are avail- 
able in 2x19” and 3x19” sizes with 
six collated designs to a series. 

Samples and information can be 
obtained from Surehold Div., Nash- 
ua Corp., Nashua, N. H. 44 


Ekco-Alcoa Introduces 
Hand Closure Tool 


A hand closure tool for vertical 
flange containers has been intro- 
duced by Ekco-Alcoa Containers 
Inc., Wheeling, II. 

Offering a variety of applications 
in the bakery, restaurant take-out, 
confectionery, and nursery planter 
markets, the new tool is 534” in 
length and applies a tight closure 
with minimum manual effort. It 
will crimp plastic and board cov- 
ers to vertical flange aluminum foil 
containers and can be used on both 
round and rectangular shaped con- 
tainers. Operation involves nothing 
more than inserting the flange of 
the container between the jaws of 
the tool and rotating it until the 
closure is complete. It takes this 
kind of packaging out of the high- 
volume-only bracket. 

Further information can be ob- 
tained from Ekco-Alcoa Containers 
Inc., Wheeling & Hintz Rds., Wheel- 
ing, Ill. 44 


New Caution Labels 
Use Shock Appeal 


A new red handle-with-care la- 
bel that stares the handler right in 
the eye has been introduced by the 
Plastic Contact Lens Co., Chicago. 

Featuring a close-up of an eye, 
the label reads: “Handle With Care! 
I'm Watching You!” According to 
the label’s creator, Dr. Newton K. 
Wesley, “people who handle pack- 
ages regularly become overly fa- 
miliar with the ordinary ‘caution’ 
label and tend to ignore it.” It was 
to overcome this that Dr. Wesley 
created his shock label in hopes 
that the eye and copy would make 
the handler instinctively reluctant 
to mistreat the package. 

Artwork and production of the 
label was handled by Burnet-Kuhn 
agency. Additional information is 
available from The Plastic Contact 
Lens Co., 59 E. Madison St., Chi- 
cago 3. 44 


Make profits 
from pennies with THILCO 
Print-Decorated protective papers 


Looking for new ideas? Hobby-Land doesn't 
miss a trick. Taking advantage of FREE 
advertising space, their colorful, attractive 
trademark, not only attracts widespread at- 
tention on each delivery truck but also adorns 
their protective wrapping papers, boxes and 
bags — furnished by THILCO, of course! 
Take advantage of the FREE space your 
product wraps offer — investigate Thilco 
DECORATED papers today — It’s the cheap- 
est advertising space money can buy, 


Thilco FUNCTIONAL papers 
Asphaited Waterproof Barriers, 
Woxed Moisture-Vapor Borriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krafts and Bags 


Write for free Sample kit. 


Fi ’ 
Watch It, Bub! . . . New approach to tpt Slee 4 PAPE COMPAuY 
handle-with-care labels was devised by : 2 cia} iene eg 


4 dbo 


Dr. Newton K. Wesley, vice-president, 
Plastic Contact Lens Co. 
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ISTOLS 


come in 


COVER 
SIZES 


also 


Write on your letterhead 
for LINTON'S Portfolio of Cover Examples 


LINTON BROTHERS & COMPANY, INC, Fitchburg 1, Massachusetts 
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»>> new Methods 
Ddddd00 new Markets 
Ddddddd000 new Machines 


A research engineer spoke with brutal frankness 
to a group of printers, and his pointed remarks cast 
interesting light on the problems of printing buyers. 


By Robert Downie 

Supervisor, Printing Development Sect. 
Research and Development Division 
Marathon, Menasha, Wis. 


In broad, generalized terms, the 
offset industry has been (1) young, 
aggressive, filled with the divine 
discontent, (2) in a situation loaded 
with challenge, a good thing as it 
brings out the best in an industry 
with enough energy to meet it, (3) 
faced with a growing desire about 
graphic arts buyers for reasonably 
priced, pleasing color, (4) with 
enough key people who were re- 
search prone. 

Offset’s main competitor, leaving 
radio and television to one side, has 
been letterpress. Its improvements 
have been mainly the results of 
effort on the part of its suppliers. 
Letterpress has also been handi- 
capped by its having to print from 
a third generation plate, produced 
through an engraving, a mold, and 
then an electrotype. 

Offset’s other competitors in 
printing are gravure and flexog- 
raphy, both of which have handi- 
caps. While gravure is young and 
aggressive, and is willing to borrow 
freely from the past and adapt for 
the future, it is handicapped by high 
cylinder costs. Flexography suffers 
from its reliance on duplicate plates, 
and has just one real high card: 


This article is adapted from a speech de- 
livered before the Lithographers and 
Printers Natl. Assn. 


its ability to produce pleasing lines 
on difficult surfaces. 


> Let’s first take a look at the gen- 
eral picture. Where gravure cylin- 
der costs, letterpress plate costs and 
makeready costs can be amortized 
over a long run, gravure and letter- 
press are holding on to the work. 
In the medium runs, in both pub- 
lishing and catalog work, letterpress 
and offset have started to tangle. 
In short run work, offset seems to 
have a clear advantage. 

In packaging, I believe that in 
long runs, gravure and some let- 
terpress still hold sway. In the me- 
dium runs, offset is coming in 
strongly, along with letterpress. 
Strangely enough, short runs are 
staying letterpress because of its 
ability to run color combinations, 
to make very fast changes on the 
press, and to run individual posi- 
tions of the various packages. 

In the general and advertising 
fields, long and medium runs can 
be letterpress, offset, or flexography, 
but offset has the advantage when 
it comes to short runs. 


> This picture may tend to make 
some lithographers smug about the 
inroads they have been making. 
But there are some _ vulnerable 
points and some forthcoming de- 
velopments which had better be 
watched. 

At present, for example, I believe 
that offset has a clear-cut advantage 
in a reasonably-priced, step-and- 
repeat plate which also facilitates 


a fast makeready. But there are de- 
signs for other plates which might 
alter this picture, and equal these 
advantages. 

There are a number of “direct 
printing plates” which may replace 
three-generation platemaking with 
a printing surface produced direct- 
ly, by an etching or a relief making 
system. This would give terrific ad- 
vantages to letterpress printers. 


e First, they could convert back as 
well as forth with offset. They 
could take the same positive, make 
a negative with low conversion 
costs, skirting the large obstacle of 
type conversion, which offset has 
had to hurdle. 


® Second, they would no longer 
have the sales liability of selling 
an engraving as well as selling 
printing. ‘ 

e Third, there would be a low cap- 
ital investment for the square 
inches of plates produced. Instead 
of having an engraving plant in- 
vestment built into plate costs, and 
then adding on the investment for 
an electrotyping shop, etching and 
processing equipment could be built 
for something like one-tenth of the 
capitalization required for a given 
number of square inches. 


e@ Finally, there would be the gain 
of long life of plates to balance any 
slight difference in price, and photo- 
typesetting could also make its con- 
tribution. 


+ «+ continued on p. 122 
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IT’S IN STOCK. THREE CARTONS OF INDEX, ONE 
CASE OF OFFSET, SEVEN REAMS OF LEDGER AND 
5,000 POUNDS OF HAMMERMILL BOND- YOU'LL 
HAVE IT FIRST THING 4, IN THE MORNING. 
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Your Hammermill Merchant can promise quick service 

because his well-stocked warehouse is so handy. 
Turning rush orders into routine deliveries is your 

Hammermill Merchant's specialty. His facilities and his 


willingness to move fast keep you out of the warehouse Ul 
business. You save space, labor and money. You get rid Ll 
of the annoyances of overstocking when you rely on your [P/\ PIs RIS 
Hammermill Merchant. Call him. Hammermill Paper Company, Erie, Pennsylvania 


For the best in Paper, and the best in Service...call your Hammermill Merchant 
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GIVE YOUR PAPER INVENTORY WORRIES 
TO YOUR HAMMERMILL MERCHANT 


ALABAMA 
. Strickland Paper Co., Inc. 
Weaver Paper Co. 
ARIZONA 
Zellerbach Paper Co. 
ARKANSAS 
Little Rock .. Western Newspaper Union 
CALIFORNIA 
Zellerbach Paper Co. 
Los Angeles ...... Zellerbach Paper Co. 
Oakland Zellerbach Paper Co. 
Sacramento Zellerbach Paper Co. 
San Diego Zellerbach Paper Co. 
San Francisco Zellerbach Paper Co. 
San Jose Zellerbach Paper Co. 
Stockton Zellerbach Paper Co. 
COLORADO 
Carpenter Paper Company 
Carpenter Paper Company 
CONNECTICUT 
Hartford .... Henry Lindenmeyr & Sons 
Hartford .. Green & Low Paper Co., Inc. 
Hartford ... Carter Rice Storrs & Bement 
New Haven, Carter Rice Storrs & Bement 
DISTRICT OF COLUMBIA 
Washington ... R. P. Andrews Paper Co. 
FLORIDA 
.. Virginia Paper Co., Inc. 
E. C. Palmer & Company 
E. C. Palmer & Company 
GEORGIA 
RUE 35 vince S. P. Richards Paper Co. 
Atlanta, Wyant and Sons Paper Company 
HAWAII 
Honolulu, Honolulu Paper Company, Ltd. 
IDAHO 
Zellerbach Paper Co. 
ILLINOIS 
Champaign, Cresent Paper Co., Illinois Div. 
Chicago Bradner Smith & Co. 
Chicago Carpenter Paper Company 
Chicago Chicago Paper Co. 
Decatur .. The Decatur Paper House, Inc. 
Peoria Peoria Paper House, Inc. 
Quincy Irwin Paper Co. 
Springfield .. The Capital City Paper Co. 
INDIANA 
Evansville .. The Diem & Wing Paper Co. 
Fort Wayne Butler Paper Co., Inc. 
Indianapolis ........ Crescent Paper Co. 
IOWA 
Des Moines . . Carpenter Paper Company 
Des Moines .. Western Newspaper Union 
Sioux City ... Carpenter Paper Company 
Sioux City ... Western Newspaper Union 
KANSAS 
Carpenter Paper Company 
Midwestern Paper Co. 
Western Newspaper Union 
KENTUCKY 
.. Southeastern Paper Co., Inc. 
LOUISIANA 
New Orleans .. E. C. Palmer & Company 
Shreveport ... Western Newspaper Union 
MAINE 
Portland .... C. M. Rice Paper Company 
MARYLAND 
Baltimore .... The Baxter Paper Co., Inc. 
Baltimore-Warner Paper Co., Inc. 
Hagerstown ... Antietam Paper Co., Inc. 
MASSACHUSETTS 
Boston Carter Rice Storrs & Bement 
Boston, Cook-Vivian-Lindenmeyr Co., Inc. 
Springfield .. Carter Rice Storrs & Bement 
Worcester .. Carter Rice Storrs & Bement 


Birmingham . 
Montgomery 


Phoenix 


Jacksonville .. 
Miami 


Louisville 


MICHIGAN 
Detroit Beecher, Peck & Lewis 
Flint Beecher, Peck & Lewis 
Grand Rapids, Carpenter Paper Company 
Lansing The Dudley Paper Co. 
Saginaw The Dudley Paper Co. 
MINNESOTA 
Carpenter Paper Company 
Minneapolis .. Carpenter Paper Company 
Minneapolis Leslie Paper 
Saint Paul Leslie Paper 
MISSISSIPPI 
Jackson Paper Company 
Newell Paper Company 
MISSOURI 
Kansas City .. Carpenter Paper Company 
Kansas City Midwestern Paper Co. 
Saint Louis Beacon Paper Company 
Saint Louis Tobey Fine Papers, Inc. 
Springfield Springfield Paper Co. 
MONTANA 
Billings ...... Carpenter Paper Company 
COE PD ihw os ch csuce Leslie Paper 
NEBRASKA 
Carpenter Paper Company 
Western Newspaper Union 
Carpenter Paper Company 
Western Paper Company 
NEVADA 
Zellerbach Paper Co. 
NEW HAMPSHIRE 
C. M. Rice Paper Co. 
NEW JERSEY 
Henry Lindenmeyr & Sons 
NEW MEXICO 
Albuquerque, Carpenter Paper Company 
NEW YORK 
Hudson Valley Paper Co. 
The Alling & Cory Co. 
Hubbs & Howe Co. 
Long Island City, Henry Lindenmeyr & Sons 
New York .. The Alling & Cory Company 
Miller & Wright Paper Company 
New York Beekman Paper Co., Inc. 
New York .. Bulkley, Dunton & Co., Inc. 
New York .. Green & Low Paper Co., Inc. 
New York, Linde-Lathrop Paper Company 
New York Reinhold-Gould Inc. 
New York, Union Card & Paper Co., Inc. 
Rochester The Alling & Cory Co. 
Syracuse The Alling & Cory Co. 
Troy Paper Corporation 
The Alling & Cory Co. 
NORTH CAROLINA 
Charlotte Caskie Paper Co., Inc. 
Raleigh .. Epes-Fitzgerald Paper Co., Inc. 
NORTH DAKOTA 
Leslie Paper 
Western Newspaper Union 
OHIO 
The Alling & Cory Co. 
.. The Diem & Wing Paper Co. 
The Alling & Cory Co. 
Cleveland The Petrequin Paper Co. 
Columbus .. The Central Ohio Paper Co. 
Dayton, The Jack Walkup Paper Co., Inc. 
Toledo The Central Ohio Paper Co. 
OKLAHOMA 
Oklahoma City, Carpenter Paper Company 
Oklahoma City, Western Newspaper Union 
Tulsa Tayloe Paper Company 
Tulsa Western Newspaper Union 
OREGON 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
PENNSYLVANIA 
... Lehigh Valley Paper Corp. 
Daka Paper Company 


Cincinnati 
Cleveland 


Portland 


Allentown 


Durico Paper Company 
The Alling & Cory Co. 
Philadelphia Paper Merchants, Inc. 
Philadelphia .. The Thomas W. Price Co. 
Philadelphia, The J. L. N. Smythe Company 
Philadelphia D. L. Ward Co. 
Pittsburgh The Alling & Cory Co. 
Scranton Megargee Brothers, Inc. 
York, Andrews Paper House of York, Inc. 
RHODE ISLAND 
Providence . Carter Rice Storrs & Bement 
Cook-Vivian-Lindenmeyr Co., Inc. 
SOUTH CAROLINA 
Columbia, Epes-Fitzgerald Paper Co., Inc. 
SOUTH DAKOTA 
Sidemx Pans. wc... te. eee Leslie Paper 
TENNESSEE 
Chattanooga .. Southern Paper Company 
Knoxville, Southern Paper Company, Inc. 
Memphis ....... Tayloe Paper Company 
Memphis .... Western Newspaper Union 
Nashville Clements Paper Company 
TEXAS 
Amarillo .... Carpenter Paper Company 
Austin Carpenter Paper Company 
a Carpenter Paper Company 
ee A E. C. Palmer & Company 
El Paso Carpenter Paper Company 
Fort Worth .. Carpenter Paper Company 
Harlingen ... Carpenter Paper Company 
Houston Carpenter Paper Company 
E. C. Palmer & Company 
Carpenter Paper Company 
San Antonio .. Carpenter Paper Company 
UTAH 
Salt Lake City, Carpenter Paper Company 
Salt Lake City, Western Newspaper Union 
Salt Lake City Zellerbach Paper Co. 
VIRGINIA 
Lynchburg Caskie Paper Co., Inc. 
Norfolk .. Epes-Fitzgerald Paper Co., Inc. 
Richmond, Epes-Fitzgerald Paper Co., Inc. 
Richmond .... Richmond Paper Co., Inc. 
WASHINGTON 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Cee Standard Paper Co. 
Walla Walla Zellerbach Paper Co. 
WEST VIRGINIA 
Charleston Copco Papers, Inc. 
Clarksburg .... R. D. Wilson—Sons & Co. 
WISCONSIN 
.. The Bouer Paper Company 


Harrisburg 


Seattle 


Milwaukee 


“The paper you ordered is on its way. 
it left the warehouse at 8:02." 
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TO CHANG 
A LEOPARDS 
SPOTS! 
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When it comes to colored paper, why assume “the 
leopard can't change his spots"? Don’t be bound by 
the white paper habit...color printing on white paper 
is good, but color on colored paper is much more 
effective, especially for increasing direct mail returns. 


Allied’s New And Different Colorcraft Line of 
papers, matching envelopes, reply cards, and ink 
recommendations is specifically designed to get 
results. It's distinctive /mpu/se and /nfluence colors 
have been styled and researched by Faber Birren, 
noted color authority, to stimulate action...to create 
a mood...to get more direct mail returns! 


Impulse colors are bright and vibrant. They incite 
reader-action and response. Colorcraft Impulse was 


ALLIED PAPER CORPORATION 


Kalamazoo, Michigan 


created for mass market direct mail selling where big 
returns are desired. 


Influence colors are subtle, yet appealing. They're 
styled to create an impression or mood.:..to create a 
feeling of prestige, of richness. Colorcraft Influence 
stimulates a favorable mental reaction about the prod- 
uct and company. 


Remember, this is an age of color. Everywhere, 
everyone is breaking the white habit...in appliances, 


in bedding and linens, in soaps, in all areas. Why not 
in paper, too? 


Make your direct mail more attention-getting, more 


effective. Use Allied's New Colorcraft /mpu/se and 
Influence Colored Paper Line. 


Write or call Allied today for full details on how 
to ‘‘change your leopard’s spots'' with Colorcraft 
...the only color researched paper. 

Impulse Colors: Flame Pink « Sulphur Yellow 
« Pumpkin « Summer Green « Indigo 

Influence Colors: Sandstone * Rosewood « Smoke- 
tone Blue « Aspen Green « Buckskin 

Paper Stock—both bond and uncoated offset grades 
in popular sizes and weights. 

Envelopes—in all colors. 


Card & Cover Stock—in Sulphur Yellow, Pumpkin 
and Flame Pink only—125 Ib. 


Inks—recommended Colorcraft text and accent colors 
available from IPI by formula. 
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all hands 
work for 


perrection 
at 


How many times have you touched the 
electros that are going to reproduce your 


Reilly 


ads? There’s really no need to, not 
when your electros are made by Reilly 
Electroty pe. 

Reilly hands are highly skilled in pro- 
ducing electros that are not only faithful 


duplicates of the originals, but are mas- 
terpieces of their kind. 


Ours are the hands of many experts. 
Our staff includes engravers who check 
originals, a chemist who controls plating 
baths, pressmen who prove electros for 
accuracy of reproduction, and service 
people who follow through. 

Nowhere else will you find master 
electrotypers so ably assisted in their 
pursuit of pertection. 


REILLY ELECTROTYPE DIVISION 
305 E. 45TH STREET, NEW YORK 17, N.Y. 


MU. 6-6350 


3M-Pre-madeready electrotypes « Reillytypes * Reilly Plastictypes + R.O.P. Color mats + Reilly mats « Dealer mats + Engraving service department, 
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> This has all been based on think- 
ing about individual plates or the 
direct printing plate counterpart 
of the electro, but once you start 
thinking along direct printing plate 
lines, you inevitably take the same 
step that offset took many years 
ago, and move to wrap-around 
plates. These could be made by the 
Dow process, DuPont’s photopoly- 
mer plates, or powderless copper 
etching. 

This one development has almost 
unlimited prospects. Letterpress 
could borrow freely from offset 
step-and-repeat techniques. It could 
equal offset in press makeready, 
and perhaps beat it, since it 
wouldn’t have water to contend 
with. It could give letterpress the 
low offset waste by permitting in- 
dividual items to be placed close to- 
gether, while still retaining the low 
running waste of letterpress. It 
would probably have less stretch 
than you find in offset. It would re- 
tain and improve letterpress color 
control, since the reduced depth of 
the plate would exert much needed 
discipline in roller setting. It would 
give a plate life measured in mil- 
lions of impressions and a cost close 
to that of bimetallic offset plates in 
the larger sizes. 


> Gravure has always suffered, in 
respect to offset, because of its 
huge cylinder cost. But it is now 
quite feasible that scanograved or 
photosensitive gravure cylinders 
will be made. This would give grav- 
ure a practical, hard-dot, halftone 
negative for the first time. No long- 
er would gravure printers have to 
go through their convolutions of 
continuous tone, halftone combina- 
tions of negatives and positives. 
They could make cylinders for a 
fraction of the cost of a regular 
gravure cylinder. When they get a 
development which will permit 
them to go to press without shafting 
up a huge cylinder, they could fur- 
ther decrease that fraction. 


> Flexography, that lowly cousin, 
would be ready for expansion as 
soon as directly made plastic plates 
were available and ink limitations 
removed. Soft rubber plates are no 
longer as necessary, because of bet- 
ter surface treatments and better 
caliper control in our boards, paper 
stocks and films. 


> Even silk screen, a process which 
most have thought of as good for 
a hundred or perhaps a thousand 
copies at the most, has room for 


development. In Europe, producers . 


are already using silk screen to 
print Braille. They have modified 
the system where fast-drying inks 
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are exuded through a halftone or 
gridded pattern to one where the 
ink fountain is actually contained 
within the cylinder in a saturated 
solvent atmosphere. When it exudes 
and simultaneously strikes the 
stock, you have instantaneous dry- 
ing. 


> Inks also play a role in today’s 
advancement. Offset is stuck with a 
tyrannical ink system whose main 
characteristic is that it be hydro- 
phobiac. By the physical nature of 
their printing surfaces, letterpress 
and gravure can use virtually any 
solvent, resin or pigment system, 
and even go to hot melts. This gives 
letterpress the same possibility of 
between-deck drying that gravure 
now uses. No longer would there 
be need to worry about progressive 
tack of ink. 

New avenues of investigation open 
up once you get away from an oil 
base system. In the modern print- 
ing press—letterpress or offset— 
75% of the horsepower is used just 
in driving the ink train, to mash up 
that ink a bit. Should we adopt dif- 
ferent ink systems, with better dis- 
tributional characteristics, I believe 
we could reduce the size of the ink 
train, reduce clean-up time, reduce 
roller replacement, and so on. 

If we could do this for letterpress, 
it would pick up gravure’s strong 
point of providing protective coating 
in-line or surface treatment of foil, 
saran and many other films. 

There has been a trend to coated 
stocks, and it has given offset print- 
ers a_ substantial pick problem, 
which has been solved. But coated 
stock is a blessing to gravure and 
letterpress, since it allows finer 
screens. Two-hundred line gravure 
is now becoming commonplace, 
with 300-line not out of the ques- 
tion. This would give sharper, more 
legible type and better detail in 
gravure, while still retaining its 
softness. 

Letterpress, with between deck 
drying, could pick up one of the 
big advantages of flexography and 
gravure—variable cut-off. It would 
gain the ability to give the customer 
virtually any cut-off he would re- 
quire. 


> Offset’s rival processes—gravure, 
letterpress and flexography—are no 
longer sitting still and bemoaning 


.their plight. Gravure research, 
modest perhaps, is under way. Sup- 
pliers, such as Dow, DuPont, East- 
‘man, IPI, and others, are putting 
sizable sums into developments that 
i.are closely related to gravure and 


_} letterpress. 


“| There is a new flexographic tech- 
ical group. There is at the moment 


a printing research program being 
born that must place its emphasis 
on the neglected processes. 

There are programs by certain 
corporations under way where stock 
is being taken of offset’s actual per- 
formance, its advantages and its 
disadvantages, and sometimes it is 
found wanting. All of these con- 
stitute a multi-million dollar pro- 
gram of rejuvenation and appraisal 
and it’s going to be a hard, cold ap- 
praisal, for there is no place in it 
for any romance or coloring. 


> Just imagine, five years from now, 
a competitive situation for a five 
color job between a lithographer 
and a gravure printer. The latter’s 
makeready and clean-up are al- 
ready lower. He can dry between 
colors and proceed directly into any 
subsequent converting. He has a 
larger range of ink systems to tailor 
his job to. His ink costs are just a 
little lower. He can hold color and 
he can run twice as fast as the fast- 
est sheet-fed offset press. 

The only thing that kills the 
gravure man is his high cylinder 
cost. But right now, today, he is 
only about $200 per plate higher, 
and if the research man he hired 
four years ago is right, his plate 
costs will be lower than offset plate 
costs soon. And if the job happens 
to be on foil, he will have the final 
advantage of being able to buy un- 
treated foil and do the treating 
right on the press. 

In the same way, letterpress will 
have rid itself of the shackles of 
duplicate platemaking, will have 
between deck drying with odorless 
hard-drying inks, with no _ pro- 
gressive tack or pick problems. Its 
makeready will be equal or lower 
than offset, with simpler inking sys- 
tems and therefore lower mainte- 
nance, roller replacement and clean- 
up costs. 


> The peculiar thing is that if offset 
should push its research as it must, 
it is going to turn out to be a two- 
edged sword. For, as in the past, its 
developments in all but one direc- 
tion will be borrowed, manipulated 
and adapted by the rival processes. 
The only direction which is con- 
fined to offset, and which will not 
interest the other processes, is the 
chemical separation of the image 
and non-image areas. 

At this moment, lithography is 
circumscribed by its own technol- 
ogy. The industry’s technical in- 
genuity and business insight have, 
I believe, carried it close to its 
borders of development. I do not, 
of course, discount the possibility of 
a major breakthrough in lithog- 
raphy’s techniques. 44 





Intaglio Production Manager, Andrew 
T. McCormack, discusses a job with 
Michael J. Bergin, Foreman of 
Negative Retouching. Viewing 
positives in background are Assistant 
Plant Manager Paul R. Abernathy, 
in Charge of the Publication Division, 
and Arthur Jacob, Retoucher. 


Positive thinking... 


isn’t just something psychologists 
write about — but an art practiced 
every day by the nation’s best gravure 
experts, at Intaglio! 

Positives are our business. No 
matter what the specifications may be 
—conventional, Dultgen or one of the 
hard dot methods—Intaglio is equip- 
ped to handle the requirements of any 
printer. Doing the job are some 500 
craftsmen and technicians, many of 
whom have been with Intaglio ten 
years or more. 

These craftsmen have the skill 
and knowledge which come with time, 
plus the newest modern plants with 
every available control for quality 


and uniformity. Intaglio Service has 
developed many of the techniques in 
use today. And in addition to being 
one of the founding members of 
the Gravure Technical Association, 
Intaglio is also a founder and charter 
member of Gravure Research, Inc. 

Intaglio produces the finest in 
gravure positives for publishers and 
advertisers, and delivers etched plates 
or cylinders to packaging printers for 
top quality wrappers, labels, cartons. 


For the very best in gravure— 
positives, carbon prints, Rotofilm and 
cylinders—you can rely on Intaglio. 

Seven offices are at your service. 


Intaglio SErViCE corPoRATION 


America’s First Gravure Servicers 


305 East 46th ‘t., New York, New York—1828 Lewis Tower Bldg., Philadelphia— 
731 Plymouth Court, Chicago—40 Hague Ave., Detroit—369 Pine St., San Francisco— 
1932 Hyperion Ave., Los Angeles—126 West McMicken Ave., Cincinnati 
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When you are selling house siding, 


you can't bring along samples. 


Here’s how clever design has 


built a powerful selling aid. 


A Book to Sell an Intangible 


By Betty Aulenbach 
AR Associate Editor 


If you happen to sell house siding, 
it's almost like selling an intangible 

its hard to give the prospect 
much of an idea what the homes 
will look like in a variety of colors. 

Alsco Inc., Akron, Ohio, manu- 
facturer of aluminum house siding, 
doesn’t have that problem anymore. 
Alsco dealers and distributors carry 
with them the next best thing to a 
whole raft of sample houses and the 
secret is found in a briefcase-size 
brochure, key feature of which is 
an ingenious back-page insert. The 
insert makes it possible to keep 
changing the colors on the same 
house. 


> This is how it works: One page of 
the brochure is printed on acetate. 
The lower half of the page carries 
an illustration of a two-story home 
in full color, complete with brick 
red shutters, green shrubbery, green 
lawn, gray roof and yellow brick 
chimney. Only the acetate under 
the actual house siding is left trans- 
parent—and that’s where the in- 
genuity comes in. 

Below the acetate sheet are un- 
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derlay sheets in a variety of colors. 
By flipping the underlay sheets, the 
prospects can “repaint” the house 
in yellow, green, gray, white or 
terra cotta. (Alsco siding comes 
with backed enamel finishes in these 
colors and others.) 

The prospect can go even fur- 
ther. Since the underlay sheets are 
horizontally split, he can get a two- 
tone effect—green first story, white 
second story, for instance-—in one 
operation. 

As for the top half of the page, 
there the brochure has an illustra- 
tion of a ranch home with its own 
colored underlays with which the 
prospect can do exactly the same 
thing. 

The rest of the brochure contains 
diagrams of product features and 
four-color illustrations of actual 
homes with Alsco siding applied. 
Essentially a picture book, copy is 
kept to a minimum. 


>» Alsco, which works through a net- 
work of both company and _ inde- 
pendent dealers and distributors, 
sells its products only through di- 
rect door-to-door house calls. The 
brochure was designed to make 
that job easier. 


Entitled “Your Invitation to Good 
Living,” it is designed with a hard 
cardboard cover carrying a full- 
color illustration of a modern alu- 
minum sided home. The “Good Liv- 
ing” theme, and the cover design 
itself, were intended to make the 
book resemble today’s smart shelter 
magazines. 

A “personalized” touch, plus a 
stamp of approval, were added by 
inserting a salesman’s identification 
certificate at the very front of the 
book. The gold-bordered sheet, 
called the “Alsco Accredited Repre- 
sentative’s Credential,” contains 
blanks for the individual repre- 
sentative to fill in his name and the 
name of his company. The certifi- 
cate further states that he is an 
authorized Alsco sales representa- 
tive and has agreed to present the 
product in question in the best in- 
terests of the homeowner. Signa- 
tures of the company president, 
vice-president of sales and general 
sales manager are reproduced be- 
low. 


> Actual production of the brochure 
began with sending a staff artist to 
examine 75 Alsco-sided homes. He 
photographed the best examples 





DU PONT VINYL 


PX" CLOTH a. “ 


No book jackets needed on these books. The brilliant 
bindings of Du Pont vinyl ‘“‘PX’™* cloth alone are 
appealing enough to attract any eye...and they'll 
stay that way. The secret — Du Pont’s exclusive viny]- 
impregnating process. It gives ““PX”’ cloth a uniform, 
snow-white surface on which colors reproduce richer, 
truer, sharper—and—because vinyl’s tough, provides 
lasting protection against wear, abrasion and grime. 

Follett Publishing Company’s ‘‘Beginning-to-Read”’ 
series typifies the better-looking, better-wearing books 
you can get with Du Pont “‘PX” cloth. You'll find it 
trouble-free in production, too. Next time ask for 


A bright look on books that last 


Du Pont vinyl “‘PX” cloth. For free sample swatches 
write E. I. du Pont de Nemours & Co. (Inc.), Fabrics, 
Division, Dept. DM-20, Wilmington 98, Delaware. 


** PX” and ‘‘Fabrikoid” are Du Pont’s registered trademarks for its impreg- 
nated and coated bookbinding materials. Vinyl ‘“‘PX” cloth patent applied for 


PX* Cloth and Fabrikoid’ 
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HIGH STAN Do 


Everyone 


reads between 


the lines 


When an engineer studies a catalog, he’s reading with an 
expert’s eye. He analyzes every phrase, scrutinizes every photograph. And 
unconsciously he reads between the lines . . . looks for evidence of good taste and 
respectfulness on the part of the company that issued the catalog. The printed 
literature that will make a good impression on this man must be thoughtfully 
prepared in every detail. The claims must be factual. The design must be in 
good taste. Halftone reproduction must be faithful. The paper must be of 
the highest quality. These things add up to the kind of respectful printing 
that wins respect from readers. Respectful printing must begin with a good printer. 
See him early. Most likely he will prefer Warren paper, because he will get 
better results — and so will you. 


printing papers make a good impression 


S. D. WARREN COMPANY, 89 BROAD ST., BOSTON, MASS. 
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with a Polaroid and, after careful 
study, 18 prints were selected. 

The next phase of the task was 
taken up by Photomasters Studio, 
Akron, which, with the black-and- 
white staff prints as guides, visited 
the home sites to take the desired 
professional color shots. After six 
weeks of on-and-off rain and 
cloudy weather, Photomasters suc- 
ceeded in delivering the required 
transparencies. 

A complete outline of the pro- 
posed brochure was then drawn up 
and this, together with a rough lay- 
out, was submitted to Alsco for ap- 
proval, and further suggestions and 
refinements were made at that end. 


> Layout was done by Mrs. Vee 
Hesselbart of Hesselbart & Mitten, 
and the agency’s Robert Mitten 
wrote the copy. 

The front-of-the-book certificates 
mentioned earlier were ordered 
separately from Goss Lithograph 
Co., Chicago. All details attended to, 
the job was turned over to Bedford 
Lithograph Co., Bedford, Ohio, with 
instructions for a run of 10,000. 


Screen Tint Guide 
Helps Avoid Guesswork 


A new 64-page “Screen Tint 
Guide” has been prepared by Ad- 
vertisers Offset Corp., New York, 
to help admen, art directors and 
production managers visualize in 
advance the tonal quality they will 
get from benday tints. Colors shown 
are black, yellow, red and blue. 

Tone values from 10% to 80% 
of the solid color are shown. Over- 
printing and reverse letter on the 
samples help the print buyer visual- 
ize these in advance when planning 
such effects in conjunction with 
use of color. The same screen tints 
are shown on both offset stock and 
on coated paper to illustrate the 
differences caused by different pa- 
per stocks. 

Pages are perforated so that they 
can be removed and affixed to art- 
work or dummy to clarify color 
matching instructions. 

Copies of the guide will be sent 
upon request. 

+ +» + for more details circle 1022, page 141 


Brochure Shows Drama Of 
Full-Color Letterheads 


A brochure of sample letterheads 
designed with full color photo- 
graphic reproductions is offered by 
Colortone Press. Colortone, Wash- 
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Since its completion, the brochure 
has been merchandised to distrib- 
utors via full-page ads in Building 
Specialties & Home Improvement 
Dealer; Roofing, Siding & Insula- 
tion; and American Roofer & Sid- 
ing Contractor. 


> Since the brochure’s introduction, 
comments from Alsco dealers and 
distributors indicate high accept- 
ance in the field. A more specific 
example of its success is the fact 
that general sales manager Jack 
Saltzman estimates that he and his 
regional sales managers have signed 
up at least 45 new dealers on the 
strength of the new sales tool. 

There’s an even further proof of 
the brochure’s acceptance. Copies 
cost an estimated $3.50 each to pro- 
duce. Alsco and its agency are now 
busy producing a more compact 
version of “Good Living’ to be used 
for servicing consumer ad inquiries. 
It, too, will be in full color. 

And, if such a venture were un- 
successful the first time, you 
wouldn’t repeat the error by throw- 
ing away that kind of money. 44 


ington D.C. lithographer, special- 
izes in printing full-color letter- 
heads and envelopes reproduced 
from color transparencies. 

The brochure includes nearly a 
dozen sample letterheads and a 
number of personalized envelopes 
to illustrate how use of full color 
can add drama and impact to a 
sales message. Prices and instruc- 
tions for ordering are included. 

The purchaser need submit only 
color transparencies and copy when 
ordering. Layout services are avail- 
able if requested. Printing is on 
watermarked 24 lb. bond paper for 
the letterhead and blue-white 24- 
substance white wove for the en- 
velopes. 

+ +» for more details circle 1023, page 141 


Wheel Summarizes 
Photocopy Information 


Cormac Photocopy Corp., New 
York, has reduced the whole range 
of office copying machine applica- 
tions to the simplest possible terms 
by printing them all on a card- 
board wheel with die-cut windows. 

When simply dialing an industry 
group (public utilities, construc- 
tion or hospital, for instance) the 
die-cut window reveals the variety 
of applications found there in which 
use of photocopy equipment would 
effect a saving. Simultaneously, a 
second die-cut window reveals the 


Impact . . . Salesmen for Spector Freight 
System, Chicago, who call when prospect 
is out, leave business card in specially 
designed holder. Selling aid is designed 
to add impact, make salesmen remem- 
bered. 


key number of a specific folder giv- 
ing additional information, which 
Cormac will furnish upon request. 

The reverse side of the wheel 
gives a breakdown of photocopying 
needs in the various departments 
of a general business or industry. 

Cormac’s wheel is called the “Se- 
lect-O-Master.” It was designed as 
a means of clearly presenting ma- 
terial compiled from literature, field 
reports and surveys as to areas in 
which installation of a photocopying 
machine would mean considerable 
savings in time and money, the 
company explains. 

Cormac will send a “Select-O- 
Master” upon request. 

. + « for more details circle 1024, page 141 


Glassine Sheets Help 
Sell Outdoor Ad Plan 


A brochure designed by General 
Outdoor Advertising Co., New York, 
to explain a four-step outdoor ad- 
vertising plan to prospects, does so 
graphically by utilizing glassine 
overlays. 

The brochure describes a month- 
by-month poster advertising plan 
for the New York market. Through 
the overlays, printed in four differ- 
ent colors on the transparent glas- 
sine, the reader can see where in 
the area billboard postings will ap- 
pear each month. By looking 
through all the overlays at once, 
he can visualize the complete plan. 

Called the “Wave-Action” bro- 
chure, it was first published as an 
insert in Outdoor Advertising 
Newsletter. It is currently being 
used as a mailing piece to adver- 
tisers and advertising agencies 
throughout the country to promote 
General’s “Wave Action” 24-sheet 
poster plan, 44 
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Three-Form System . . 


the system developed by O. S. Tyson & Co 


. These three forms are the basis of 
., New York adver- 


tising agency, to keep track of as they pass through 
their shop, with the minimum investment of time and effort. 


ZA (Simple tg 


tow ( Sak 


Here’s a way one agency has developed 
to keep everybody informed on just 
where each ad is along the road to production. 


By Richard V. Morrison 
Executive Vice-President 

O. S. Tyson and Company Inc. 
New York 


One of the traffic men in our shop 
keeps a gory reminder of the im- 
portance of his job. It’s a photograph 
he’s clipped from a meat industry 
publication. It shows a_ butcher 
wielding a _vicious-looking meat 
cleaver over a juicy steak he’s hold- 
ing. The cutline reads, “Let the left 
hand know what the right hand is 
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doing.” He looks at it every day. 

This consciousness of the im- 
portance of controlling the traffic 
of advertising materials and printed 
literature through the various de- 
partments of the agency is by no 
means exaggerated. Here at Tyson, 
as at most agencies, we’ve had our 
moments of frustration with group 
managers who develop their own 
systems for keeping track of prog- 
ress on work for clients. Too fre- 
quently, he is the only one who un- 
derstands how it works. Even his 


ic Cnstenal 


secretary may not share the com- 
bination to unlock his secret code. 

Such top secret trafficking can 
be a source of annoyance for clients 
who cannot get the information they 
want, and delays for other members 
of the group who need to continue 
the jobs in the absence of the ac- 
count man. Not to mention the utter 
frustration of the new man replac- 
ing the account man who is un- 
available. 


> The obvious answer is a stand- 








NOW IMAGINE YOUR STORY ON ALCOA FOIL 


Chalk this up as gospel: your advertisement printed on Alcoa® 

Foil will top all your previous records for visibility and 
readership. No guesswork. The reader can't miss a foil page 

(as you didn't miss the other side of this). A foil page sparkles, 


lights up... stirs any latent impulse to buy, ask questions. 


Don't stop with space advertising. Alcoa Foil is a versatile 
printing surface. . . stimulating in packaging, spectacular on 
outdoor boards. ..a sure escape from the humdrum in mailing 


pieces, point-of-sale displays, brochures, annual reports, 


publication covers 


Alcoa Foil takes process or solid colors, any number 
transparent or opaque inks. ..line or halftone. At your command 


is an infinite range of colors by overlapping transparent inks. 


Emboss foil—broad area or fine work—as much as 1/16 in. 
Choose a shiny or satiny surface by laminating either dull or 
shiny side of foil to the backing paper. Or use aluminum 


inks on the shiny side for a bright-dull effect. 


This insert is .00035 in. aluminum foil backed on 60-lb, 
one-side-coated stock, equivalent in bulk to about 80-lb 


publication book enamel. 


Many printers today are skilled with foil. They employ every 
known printing method, use standard printing equipment at regular 


speeds. Stock can go through the press any number of times. 


If you're looking for more impact in print, ask Alcoa for more 
information about aluminum foil. Write Aluminum Company of 


America, 1672 K Alcoa Building, Pittsburgh 19, Pa. 


: 


Look for this label . . For exciting drama watch 

it's your guide ALCOA &. “Alcoa Theatre,'’ alternate Mondays, 
to the best ALUMINUM NBC-TV, and “Alcoa Presents,” 

in aluminum value every Tuesday, ABC-TV 





ardized procedure that everyone in 
the agency can understand. 

At Tyson, during the last 35 years, 
we have constantly up-graded our 
traffic system until, about a year 
ago, our Client Services Committee 
came up with a standardized pro- 
cedure which we think is the best 
of all the systems we've used. 

Here’s how it works. 

Every advertising account group 
is given a master control book 
which serves as a model for them 
to follow in keeping track of the 
progress of work for their indi- 
vidual clients. Because the control 
books in each group are identical, 
everyone in the agency can tell at 
a glance the status of every piece of 
work in the office, regardless of 
whether he or she is familiar with 
the specific account involved. And 
each book contains information 
which will inform on each account 
and its relationship to the agency. 


> Each control book is divided into 
five sections: Space, Schedule, 
Budget, Ad Traffic, Job Traffic and 
Miscellaneous. 


1. Space Schedule . . . Schedule of 
the appearance of advertisements 
prepared for the client in the media 
selected by the agency is recorded 
on sheets blocked for each month 
of the calendar year. The notations, 
for example, will indicate that the 
publication selected is Hardware 
Age, in which one page in color 
(black and one extra color) is to 
run six times, size 7x10". The mag- 
azine is published every other 
Thursday. Closing date for inser- 
tion is four weeks previous to pub- 
lication. Color to be used in the 
ad is standard red. “Address key: 
49” indicates the keying of the ad 
for inquiries. 


Notations in the January box in- 
dicates that the one-color ad is 
scheduled for January 15; the ad is 
numbered 4500 in Tyson’s files; the 
ad went to Tyson’s production de- 
partment on 11/20; the insertion or- 
der to the publication was mailed 
12/11 (in red). A red dot placed 
between these two dates indicates 
that publication proofs have been 
received and checked by the ac- 
count group. 

When the client has his own ad 
number, it is also placed in the same 
box with the Tyson ad number to 
make quick identification possible. 

No other information goes on 
these schedule sheets. The same 
chart may be adapted to off-calen- 
dar-year schedules simply by 
changing the monthly designations 
along the top blocks of the sheet. 


2. Budget ... A reproduction of the 








“These NBB Binders Look 


as Modern as Our DC-8’s,”’ 
says United Air Lines Pilot 


When United Air Lines wanted a smart looking, custom-made binder for 
their Pilots Flight Manual they had it designed and manufactured by NBB. 
For your own requirement we will help you choose from a wide range of 
colorful virgin plastic cover material or all the conventional ones. We 
are skilled in decorative techniques: 3-dimensional applique, silk screen- 
ing, embossing. We will submit cover designs for your approval. You will 
find our representative a helpful expert in planning loose-leaf binders for 
catalogs, sales manuals, price list, etc. Send coupon. 


ee NATIONAL BLANK Book COMPANY 


Dept. 1010, Holyoke, Massachusetts 


Please send your National Binder folder to help me plan a custom-made 
cover Have your representative call 


NAME 
COMPANY 


STREET 
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The Only 4-POSITION 
EASEL BINDER 
30’, 60’ & 80’ Degrees and fiat 


®@®OSe0e88 


SELLEBRITY 


PAT. NO. 2881008 


Carried in stock in either Black Imitation 
Leather or Black Vinyl Plastic to hold 
standard 844" x 11” sheets. Your choice of 
3-ring or 22-ring Multo Loose Leaf binding 
one inch capacity. 

Imitation Leather @ $5.00 ea. 
Vinyl Plastic @ $4.00 ea. 
Quantity prices on request. 
SELLEBRITY binders can be made in 
various ring capacities; also supplied with 
acetate folders. Prices and samples on re- 

quest. Write Dept. AR. 


®®OHLO®S @@ 


Creative Binders for Advertising & Selling 
318 W. 48th St., New York 36 
PL. 7-5950 


“You mean 
te lame (=a) 
large size, 
quality printing 
in FULL COLOR 
and still 


save money!” 


a 
BLACK BOX COLLOTYPE 
easel oleh me lie 


Tel W BELMONT AVE 
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advertising space budget that has 
been approved by the client is in- 
cluded in the book in order that the 
full picture of the account is readi- 
ly available. 


3. Ad Traffic . . . This buff-colored 
sheet displays progress information 
on preparation of advertisements. 
Under classification “Number,” the 
job number is entered, with the 
starting date of the ad. (Ex: Tyson 
Job No. 4500, started 1/2). 

The next column carries the title 
or description of the ad and the 
client number, if any (Ex: Hack 
Saw Blades C-334). 

In the columns under “Days of 
the month,” the actual working days 
of the particular month are in- 
cluded. 

The keys used are: Initials of the 
traffic man/girl, assistant account 
executive, the account group man- 
ager; Copy—C; Art/layout—A; 
Production—P; Client—Cl; Client 
Customer—Cc; Hol d/Pending—H; 
Killed—K; and Finished—Complete. 

The date the ad job is expected 
back from copy-art, etc., is indi- 
cated by an “x” in the upper left 
hand corner of the box designating 
the appropriate day. If the service 
department beats its delivery time, 
the “x” is erased and moved back 
to the actual delivery date. If the 
service department does not meet 
the delivery date, the “x” should 
be moved to the day the work is 
delivered, retaining the “x” in the 
original schedule date. 


> Here is how the line would read 
to everyone in the agency. Ad num- 
ber 4500 was started January 2nd, 
entitled Hack Saw Blades (client 
number C-334). This ad went to 
copy January 2; was due from copy 
January 8th, was delivered to sec- 
retary JK on time, who sent it to 
the account group manager RM. He 
held it for three days before sending 
it to the art department for layout 
due January 20th. It was delivered 
on time to JK who sent it out to the 
client January 21. Assistant Ac- 
count Executive WE got it back 
from the client January 23rd, held 
it for a day before sending it on to 
the production department—which 
completed the job in advance of the 
first closing date. 

When an ad is not completed in 
the same month, it is continued on 
the next month’s traffic sheet. 


4. Job Traffic . . . This white-col- 
ored sheet is for corollary material, 
rather than advertisements. The 
same rules as for the ad traffic sheet 
also apply here, excepting that the 
key used includes: Copy—C; Art 
Dept. for layout—A/L; Art Dept. 





Remember. you want the finest in 
fluorescence —ask for it by name 


Pov’ 


ELVA'GLO 


COLOR CARD . . . for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS . . . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and/ 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


RADIANT COLOR CO. 
830 Isabella St., Oakland 7, Calif. 


Manufacturers of Sun-Tested Velva-Glo fluorescent 
papers « cardboards « silk screen colors + bulletin colors 
coated fabrics + water colors * qwik-spray colors 


“Right At Your Finger Tips 
A Plastic Binding Kit 
For Scrapbooks and Albums © 


(IMustration of two hole kit) 


$4190 


i Exciting new w do-it-yourself binding ki kit, | 
simple enough for a child to operate. | 
Just insert the pages and punch, then 
pick a colorful binding tube from the * : 

| spin dial base, snap into place and in~ 
| seconds you have a real professional 
| looking colorful volume, 


ee = 
Other madels available— 
write for free booklet to department AR-10 


TAUBER PLASTICS INC. 





for finished art—A/F; Production 
for quotes—P/P; Production for fin- 
ish—P/F; Production for delivery— 
P/D; Client—CL; Client Customer 
—Cc; Hold/Pending—H; Killed— 
K; Finished/Delivered—Complete. 
Here is how the line reads to 
everyone in the agency. Job No. 
7933 was started January 1; de- 
scription of the job is Hardware In- 
dustry Booklet. It was started by 
account group manager RM on Jan- 
uary 1; sent to copy January 5; ex- 
pected on January 8 and delivered 
to secretary JK. She sends it to the 
art department for layout on Jan- 
uary 9 with a due date of January 
13. It is delivered on time to JK, 
who sends it to production on the 
14th for prices; prices wanted on 
the 16th; prices delivered to JK on 
the 16th. The job was sent to the 
client on the 19th and came back to 
JK on the 21st. She sent it to pro- 
duction for final work on January 
22nd, with a due date for final okay 
of blues-proofs, etc., on the 27th. 
We received the blues on the 27th 
and okayed them to the production 
department on the 28th, with a de- 
livery date, samples, on the 30th. 
Samples were delivered to him on 
the 30th and the job was completed. 


5. Miscellaneous . . . In this final 
section of the control book, each 
control book holds information that 
will fill out the complete picture of 
each account. In addition to vital 
statistics about the client, such help- 
ful facts as products offered through 
the agency’s advertising is recorded; 
the client’s primary markets; his 
primary competition; media he is 
currently using; his distribution 
channels; budget information; and 
the name of the publicity account 
man, if the client is also using this 
offering of agency services, and any 
others. 

Other facts include the channel 
of correspondence between agency 
and client; instructions for reaching 
the offices of the client, even to ap- 
proximate transportation charges; 
method of billing; list of agency 
personnel handling the account. 

To record the special instructions 
of the client for handling his ac- 
count, details of “Preparation and 
Production Instructions” are in- 
cluded in this “annotated bibli- 
ography” type section. These may 
involve peculiarities of style or 
nomenclature to be incorporated in 
copy and layout; instructions about 
layout and production; and even 
the format of the logotype. 

Names and addresses of the com- 
pany’s representatives with whom 
the agency should have contact may 
also appear in this section. And, fi- 
nally, a full description of the prod- 
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PAPER co 
REQUIREMENTS © 


New Decorative Papers — New Em- 
bossing Designs—Soil Resistant and 
Waterproof Papers—Suedes—Flints 
—Leatherettes—Foils—Fancy Papers 
from 7 points to 72 points with filler 
to suit your needs. HAMPDEN is 
a one-stop “Service Station” where 
you can obtain practically all of your 
laminated specialty paper require- 
ments at a cost to suit your budget. 
Get acquainted with this beautiful 
and decorative useful assortment of 
papers. Ask your paper merchant to 
see HAMPDEN ’s complete portfolio 
showing actual samples of unlimited 
variations that can be adapted to 
your needs. If you can’t find what 
you need, write our creative depart- 
ment to submit ideas for you. Try 
HAMPDEN first — you'll save time 
and money. 
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FLINTS 


GLAZED PAPER and CARD CO., Inc. 
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SALES OFFICES: New York, N.Y. © Philadelphia, Pennsylvania ¢ Columbus, Ohio © Chicago, Illinois 
SALES AGENTS: Dallas, Texas © Los Angeles, Cal. ¢ San Francisco, Cal. © Seattle, Wash. ¢ Toronto, Can. 
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ucts manufactured or distributed by 
the client is included. 


> Here at Tyson, our new traffic 
control system has worked out well 
during the last year to insure better 
than ever before, that our left hand 
knows what the right is doing. 44 


Offers Newly Revised 
Guide to Offset Inks 


Polychrome Corp., Yonkers, N. Y., 
has published a new edition of “A 
Reference Guide to Lithographic 
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Ink,” an easy-to-read booklet de- 
signed to clarify that subject for be- 
ginners in this area of the graphic 
arts field. 

The booklet covers such subjects 
as the nature and qualities of litho- 
graphic ink, proper drying speed, 
atmospheric conditions, use of col- 
ored ink, proper paper selection, 
printing problems peculiar to offset 
lithography, and opaque and trans- 
parent inks. 

The booklet was written by Irving 
Simmons, general manager of the 


Chromatone Printing Ink Division | 


of Polychrome Corp. Free copies 
are available. 
. for more details circle 1025, page 141 
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Hankscraft Co. 106 Triangle Mfg. Co. 94 Warwick 
Hanover Neon Electric Corp 108 Troy Blanket Mills Inc. 
Heinn Co. i 
idliieeed: Ceniane 21-22 Ullman Gravure Inc. Back Cover Yarder Mfg. Co. 
House of Williams 44 s ’ 

é ee pages 138 and 139 for Buyer's Guide 
Huxley Envelope & Paper Corp. 84 


Typographers Inc. 
47 Whiting Plover Paper Co 


ldea Art 51 
Intaglio Service Corp. 
Intl. Paper Co. 


Kitchen-Quip Inc. 
Kleen-Stik Products Inc 
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Lake Shore Electrotype Div 
Lamay Associates Inc. . 
Lanston Monotype Co 
Letter Shop Inc. 

Linton Brothers & C 


Mack, Douglas 
Macklanburg-Duncan 
Madisonia Manikins | 
Mailograph Co. Inc. 
Major Photo Co. 
May & Halas 


AdGOoav 


McGraw-Hill Direct Mail Div 
Meyercord Co. . 

Minnesota Mining & Mfg. Co. 
Mohawk Business Machines Corp Ce eae 
Moss, M. E., & Co. The forceful, 


Multi-Ad Services tasteful 
Multi-Color Process Co 


—-a new 


bold companion 


Natco Products Corp. 
National Blank Book C 
Nebraska Farmer Co 
Northern Electric C 


~~ 


ouvulpyfrusyopoqe 


Oak Rubber C 
Orchids of Hawaii Inc. 


Panef Mfg. Co. Inc. 
Pioneer Rubber Co. 
Plasti-Line Inc. 

Portable Kitchen Craw 


Prentice-Hall Inc. 


Printing Arts Research Laboratories Inc Modern 


Progress-Hanson-Progressive Group 


Radiant Color Co. Bold 


Ray-O-Vac Co. 

Red Mill Farms 
Reilly Electrotype C 
Richmond Sign Co. 


Rising Paper Co. 
Roberts, Weldon, Rubber C 
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Screen Process Printers Assn 

Screen Process Printing C 

Service Typographers Inc. 

Shakespeare Co. ; 39 
Simon Products Co. 66 
Sorg Paper Co. Inside Back Cover 
Speirs, Carr, Organization 40 
Stegeman Specialty Mfg. Co. .... 40 
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American Type Founders 
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Elizabeth, New Jersey 
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Art & Photography 


Colorage Inc. .. 
Eastman Kodak Co. 
Grogan Photo Co. .... 
Idea Art .. ma 
Mack, Douglas .... 
Major Photo Co. . 
Multi-Ad Services .... 
Stivers Studio . 

Volk 


Art Supplies 


Bienfang Paper Co. Inc. 

Inside Front Cover 
Bienfang Products Corp. ....140 
Brown, Arthur, & Bro. .......... 56 
Crescent Cardboard . 57 


Awards & Plaques 


House of Williams 
May & Halas 


Balloons 


Dipcraft Mfg. Co. 
Oak Rubber Co. . 
Pioneer Rubber Co. 


Banners, Pennants 


Hollywood Banners 


Binders, Catalog Covers 


American Thermoplastic Co. 

45 
Belford Co. Inc. 134 
Heinn Co. a 
Linton Brothers & Co. Inc. 
- 114 
National Blank Book Co. 133 
Simon Products Co 66 


Binding Equipment & 
Materials 


du Pont de Nemours, E. |. 

& Co., Inc. 125 
General Binding Corp. ....59-60 
Tauber Plastics Inc. ; 134 
United States Plywood Corp. 

Reiki ; 103 


Books 


Exposition Press ........ 140 
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Calculators, Printed 


Graphic Calculator Co. 


Christmas Gifts 


Action Advertising Corp. . 
Aero Service —— 
Berton's Inc. 

Certif-A-Gift Co. 

Dremel Mfg. Co. 

Eastman Kodak 

Enterprise Mfg. Co. 
Faribault Woolen Mills Inc. 


Kitchen- Quip Inc. 

Lamay Associates Inc. 
Macklanburg-Duncan Co. 
May & Halas . 

Northern Electric Co. .......... 
Portable Kitchen . 
Ray-O-Vac Co. . seats 
Red Mill Farms ................... 
Shakespeare Co. ................... 
Troy Blanket Mills .... 
VU-Lighter 


Control Planning Aids 


Graphic Systems 


Copyfitting Aids 


Haberule Co. 


Decals 


llied Decals Inc. . ...... 140 
aaa Co. rn 
Multi-Color Process Co. .... 5! 
Screen Process Printing Co. 140 


Direct Advertising 


Brodie Advertising Service 
Crocker, H. S., Co. Inc. 

Gries Reproducer Corp. 
Letter Shop Inc. 

Mailograph Co. Inc. 
McGraw-Hill Direct Mail Div. 85 
Moss, M. E., & Co. 8! 
Prentice-Hall Inc. . 42 
Speirs, Carr, Organization 40 


Display Materials 


Hollywood Banners .. 
Kleen-Stik Products Inc. 


Display Motors 


Hankscraft Co. 
Vue-More Corp. 


Duplicate Plates 


Progress-Hanson-Progressive 


PMD Sorceress ----- 104 


Envelopes 


Colortone Press 

Cupples-Hesse Corp. ........ 
Du-Plex Onvelope Corp. .... 86 
Hammermill Paper Co. 116-117 
Huxley Envelope & Paper 

Corp. ... 

Tension Envelope Corp. ...... 
United States Envelope Co. 55 


Exhibit Builders 


Gardner, Robinson, 
heim & Weis, Inc. 
General Exhibits & ener 


Inc. 


Stier- 


Exhibit Moving 


Aero ne | Transit Co. 
me... paca Grietaieaers 


Fluorescent Inks & 
Materials 


Allied Decals Inc. sucae 140 
Radiant Color Co. ...............134 
Switzer Bros. Inc. 99, 140 


Gravure Services 


Collins, Miller & Hutchings 
Inc. 24 
Intaglio Service Corp. . 123 


Hand Lettering 


Fotoflex 


Ink, Screen Process 


Radiant Color Co. .. 
Switzer Bros. Inc. . 


Invisible Ink Postcards 


Moss, M. E., & Co. . 


Labels & Tags 


Cupples-Hesse Corp. .......... 91 
Eureka Specialty Printing Co. 12 
Fasson Products .... 

Kleen-Stik Products Inc. ...... 


Letterheads 


Goes ares * Co. 
Idea Art .. 


Lettershops 


Brodie Advertising Service 84 
Letter Shop Inc. .... 


Magazines 


Art Direction 


Mailing Lists 


McGraw-Hill Direct Mail Div. 85 


Manikins, Rental 


Madisonia Manikins Inc. ....140 


Motion Picture Service 


Colburn, John, Asso. Inc. 


56 
Office Equipment 


du Pont de Nemours, E. I., 
& Co. Ine. ... ae 
Roberts, Weldon, Rubber Co. 58 


Packaging Materials 


Chicago Molded Products 
Com. —. 7 
Thilmany Pulp & Paper Co. 113 


Paper Chemicals 


Dow 


Chemical Co. .. 


Papers, Printing 


Allied Paper Corp. 118-119 





Alphabetical Index 


ae ins of Advertisers 
Adwertisers : on pages 136-137 


of America 
131-132 
American Writing Paper Co. 129 
Appleton Coated Paper Co. 87 
Champion Paper & Fibre 
Co. 109-110 
du Pont de Nemours, E. 
& Co. Inc. .... 
Eastern Fine Paper & Pulp 
Div. . pce 
Falulah Paper c Ch . 83 
Hammermill Paper Co. 

27, 69-70, 116-117 
International Paper Co. .. 31-32 
Linton Brothers & Co. Inc. 114 
Rising Paper Co. ..............15-16 
Sorg Paper Co. Inside Back 
...Cover 


Aluminum Co. 


Warren, on, 
Whiting- Plover Paper Co. .. 73 


Papers, Specialty 


Allied Paper Corp. 
Aluminum Co. 


118-119 


of America 


Appleton Coated Paper Co. 87 

Bienfang Paper Co. Inc. In- 
Side Front Cover 

du Pont de "Nemours, E. I., 

& Co. Inc. scout 
Falulah Paper Co. ................ 83 
Hampden Glazed Paper & 

Cara Co. ae 
Kleen-Stik Products Inc. .... 18 
Radiant Color Co. .... 134 
Sorg Paper Co. Inside Back 

Cover 
Thilmany Pulp & Paper Co. 113 


Paste-Up Type 


Advertising Aids Co. 


Photo Lettering & 
Typesetting 


Flexo-lettering Co. Inc. 58 
Warwick Typographers Inc. 75 


Photo Prints, Quantity 


Colorage Inc. 
Grogan Photo Co. 
Major Photo Co. 


Photoengraving & 
Platemaking 


Caprock Developments . 140 
Collins, Miller & Hutchings 24 
Lake Shore Electrotype Div. 47 
Printing Arts Research Lab 
oratories Inc. . ese 
Progress-Hanson-Progressive 
Group  ...... <adaee 
Reilly Electrotype ike casa 121 


Plastic Plates 


Reilly Electrotype Co. ........ 


Postcard, Color 


Corona Color Studios 
Crocker, H. S., Co. Inc. 


Premiums & Specialties 


Action Advertising Corp. ....140 
Aero Service Corp. ............ 46 
ONT TS sek 46 
Blaisdell Pencil See | 19 
Dipcraft Mfg. Co. .............. 51 
Dremel Mfg. Co. ................ 38 
Eastman Kodak Co. 35 
Faribault Woolen Mills Inc. 43 
Gries Reproducer Corp. .... 81 
Kitchen-Quip Inc. ............... 45 
Macklanburg-Duncan Co. .... 43 
May & Halas oe 
Natco Products Corp. | sicce: e 
Northern Electric Co. ....... 41 
Oak Rubber Co. ........ § 
Orchids of Hawaii Inc. ...... 46 
Panef Mfg. Co. . . 44 
Pioneer Rubber Co. ............ 49 
Porteble Kitchen pales ae 
Prentice-Hall Inc. .. .. 42 
Ray-O-Vac Co. .. . oe 
Shakespeare Co. .... 39 
Sorg Paper Co. ....... ABC 
Stegeman Specialty Mfg. 
Co. ; ; 
VU-Lighter 36 


Presentation Materials 


American Thermoplastic Co. 45 
Belford Co. Inc. ances 
Chart-Pak Inc. 71 
C.0.C. Industrial 72 
Heinn Co. . 4 
National Blank Book Co. 133 
Simon Products Co. 66 


Printing 


Black Box ane Studios 
Inc. ; 

Colortone Press . 

Crocker, H.S., Co. Ine. 

Eureka Specialty Printing 
Co. al Pasi ae 

Goes Lithographing Co. .. 4 

Gugler Lithographic Co. . 2 

Nebraska Farmer Co. 42 

Ullman Gravure Inc. Back Cover 


Projectors 


C.O.C. Industrial 


Tel-A-Story Inc. 


Screen Process 


Richmond Sign Co. . 

Screen Process Printers Assn. 
skal sis ..140 

Screen Process Printing ‘Co. 140 


Self-Sticking Specialties 


Fasson Products .................... 97 
Kleen-Stik Products Inc. 18 
Meyercord Co, .........-.--0----. 95 
Multi-Color Process Co. .... 51 
Screen Process Printing Co. 140 


Sign Materials 


Kleen-Stik Products Inc. 
Yarder Mfg. Co. 


Signs & Identification 
Materials 


Allied Decals Inc. ........ .140 
Fasson Products .................... 97 
Grace Sign & Mfg. ‘ 96 
Hanover Neon Electric 

BU - seid 108 
Meyercord a --- 95 
Minnesota Mining & Mfg. 

Co. .. 23 
Multi-Color Process Co. ...... SI 
Plasti-Line Co. ..... — 
Richmond Sign Co. .140 
Stout Sign Co. .... 105 
Ullman Gravure Inc. Back Cover 


Signs, Metal 


Grace Sign & Mfg. Co. 
Stout Sign Co. 


Signs, Plastic 


Hanover Neon Electric 
Corp. ... < 
Plasti-Line Co. . 


Stock Art 


Goes Lithographing Co. .... 

Idea Art ; 

Multi-Ad Services 

Stivers Studio .... ween 
fea ee cic encbsot 56 


Stock Mailers & Postcards 


Goes Lithographing ............. 4 
Speirs, Carr, Organization .. 40 


Stock Photos 


Mack, Douglas .... 


Turntables, Display 


Triangle Mfg. Co. .... 
Vue-More Corp. 


Typefounders 


American Type Founders 
136-137 

American Wood Type Mfg. 
Co. 4 

Amsterdam Continental Types 
& Graphic Equipment . 6 

Lanston werenee Machine 
Gs. acs 107 


Type ewriters, Composing- 
eproducing 


Friden Inc. 


Typography 


Advertising Typographers 
Assn. of America 
Bundscho, J. M. Inc. 
Progress-Hanson-Progressive 
Group .. 104 
Service Typographers Inc. ..106 
Warwick Typographers Inc. 75 


Visual Aids 


Belford Co. Inc. 

Chart-Pak Inc. 

C.O.C. Industrial 

Colburn, John, Assoc. Inc. 
Graphic Calculator Co. 
Graphic Systems 
Tel-A-Story Inc. 


Window & Store Displays 


Hankscraft Co. 106 
Hollywood Banners 21-22 
Mohawk Business Machines 

or eee 45 
Screen Process Printers 

a... s . 140 
Tel-A-Story Inc. .... 140 
Uliman Gravure Inc. Back Cover 
Vue-More Corp. . 112 
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Services and Supplies 


ADVERTISING SPECIALTIES 
EXECUTIVE GIFT CALENDAR 


@ SENSATIONAL NEW 
12 SIDED CALENDAR 


@ SERVES AS DESK 
PAPERWEIGHT 


@ KEEPS YOUR NAME 
BEFORE YOUR CUSTOMER ALL YEAR 


Action Advertising 2° fcz*x°y. 


ees ij 42; cni 


(epithe: 


ART SERVICE 


There are many clip art catalogs available, 
but ONLY ONE complete art and layout 
service. Ideas alone in each monthly issue 
are worth many times the small cost. From 
the smallest printers to the largest concerns 
such as Prudential, General Motors, etc. have 
been Clipper subscribers for mony years. 


_ to cover cost 
of packing and 
mailing will 
bring you — 


—The Complete Current Issue 


single current issues normally sell for $20.00. 
The complete issue, yours to use, can make 
you hundreds of extra dollars! In addition to 
the current issue you will receive an unusual, 
attractive, introductory offer. No obligation. 
No salesman. Attach one dollar to letterhead 
and mail today to Multi-Ad Services, inc., 
126 Walnut Street, Peoria, Ilinois. 


MAGAZINE 
e You Buy Better 


ART & TYPE 


and photography, with ART DIRECTION, The 
Magazine of Creative Advertising. It's a 
monthly magazine with a fabulous visual 
report of WHAT'S NEW-——WHAT’'S BEST. 


Published since 1949, issues now average 
over 120 pages. Valuable art and idea 
source. Only $6.00 a year for 12 issues; 


Get ART 
DIRECTION 


18 West 45 Street, New York 36, N. Y. 
COLOR PRINTS 


Now! The QUALITY of Dye Transfer COLOR 

at LOW COST! 25—8x10 Prints, 
only $75.00. One or 1,000, Jeweltone 
fully COLOR balanced prints are ideal for 
every sales, aes or display need. 
Consistent fidelity in all quantities. Flexi- 
bility for corrections. Guaranteed service. 
Also, Carbro Quality Repro Prints. Prices 
and samples on request. 


COLORAGE, INC. 
1168 $. Hollywood Way, Burbank, Calif. 


COLOR POST CARDS 


2 )/) NATURAL COLOR 
ad “Ly POSTCARDS i 00 


JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8" x 11 
25¢ ec. in 1M quantity 
COLOR PRINTS—OYVE TRANSFER—TYPE C 
Write for Price List and Somples 


CORONA COLOR STUDIOS 


New York 3 





CONTACT SCREENS 





MANIKINS 


RENT A GLAMOR GAL 


| 
who will work all day—and 
all night without getting | 
tired! Madisonia provides | 
the perfect ladies’, 
men’s and children’s 
figures for your | 
special promo- 
uions! 
| 


MADISONIA MANIKINS, INC. 


Also custom sculpting and manufacturing 
of mo P.O.P. displays. 


NEW YORK: 152 W. 25 St., CHelsea 3-1550 
FLUORESCENT PRODUCTS 


WHAT COLOR 
REALLY 


TAKES OFF? 


There is only one genuine Day-Glo! Day-Glo is 
the registered trademark of Switzer Bros., Inc. 
Cleveland 3, Ohio, for daylight fluorescent products. 


ART SUPPLIES 


The Universal*, a new, improved gray 
contact screen, shoots faster, gives more 
contrast if desired, and better tone values 
Rulings: 32, 45, 55, 60, 65, 75, 85, 100, 120, 
133, 150, 175. 

Sizes: 8 x 10 to 23 x 29 in. 

Angle-ruled screens to 23 x 29 in. at 
same prices. 


Write for new literature *TM 


CAPROCK DEVELOPMENTS 





165 Broadway, N.Y. 6 REctor 2-4028 


a 
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a 


YOU CAN Free illustrated brochure tells 
how we published, promoted 
PU BLISH and distributed books for over 
3,000 authors under our 40%- 
You R royalty-subsidy plan. Nocharge 
foreditorial appraisal of your 
BOOK manuscript. All subjects 
welcomed. Write Dept. AR 
EXPOSITION PRESS / 386 4th Ave., N.Y. 16 


PROJECTORS 


AUTOMATIC ADVERTISING 
PROJECTORS FOR EVERY 
NEED AND PURPOSE 
Cocccccccccoose 


TEL-A-STORY, INC. 
Dept. A-10 523 Main Street, Davenport, lewa 


COPY-FITTING AID 


Promotion Men! 


it type 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . .. world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AR 245, Wilton, Conn. 
SCREEN PROCESS 


TEST RUNS 


Try ‘em before you buy ‘em 
A few hundred in 
full size and 
full color—quick! 


Put Punch in Point-of-Purchase 
POINT OF PURCHASE COMMITTEE * SPPA 


SCREEN PROCESS 


CARDBOARD © PAPER @ METAL 
Write today for PRICE LIST 


RICHMOND SIGN COMPANY 
222 South Fifth Street 
Richmond, Virginia 


BRILLIANT 


MADE TO YOUR SPECIFICATIONS 
I” 


Vea cia toleea 8422 HOUGH AVE. 


CLEVELAND 3, OHIO 


Permanent type tough “Vinyl” 
applied in seconds without water. Saves labor; no 
aves n storage. MADE TO YOUR SPECIFI- 
CATI -lettering, numbe: our trademark. 


Send now <= FREE SAMPLES and estimate. 
SCREEN PROCESS PRINTING CO. , P.0.B0x 948, Wichita! Kansas 


METAL SIGNS 


FNAMETE BLANKS 


®Tackers Real Estate ° Traffic Control 
*Circles * License Plate ¢ Stee! ¢ Aluminum 
©32 Ga.to 14 Ga. ©All Sizes, Shapes, Colors 


THE YARDER MANUFACTURING CO, 


725 PHILLIPS AVENUE, TOLEDO 12, OHIO 





Blotters! 


There isa 
SORG BLOTTING 
for Every Price and 
Every Purpose 


Kromekote’® Blotting* 
Enameled Blotting 
Bluebird Blotting 
Porcelain Blotting 

Record Blotting 

Utility Halftone Blotting 
Mosaic Embossed Blotting 
Basketweave Embossed 
Blotting 


eeee9e8eet#e 


*Lined with Kromekote brand cast 
coated paper made by The Champion 
Paper and Fibre Company. 


Ask your Sorg distributor for 
swatch books and sample sheets of 
each of the Sorg Blotting grades. 
He'll be glad to supply you. 


THE SORG 


rete eed 


Dall 
Pert Abad 


Dial Our NEW Number 


“ 
—— 
Seer amet TT So 


Still the No. 1 Choice of the Nation’s Leading 
Advertisers for Long-life Advertising Value! 


Year after year, advertisers the nation over continue to award 
blotters first place in their selection of the printed piece that gives 
the greatest advertising value over the longest period of time. 

The blotters shown in Sorg’s new Sales Blotter Sampler (illustrated 
above) are typical of the confidence top advertisers place in the 
effectiveness of blotters for building sales and good will. These 
advertisers are convinced that ‘“‘wastebasket-proof” blotters are the 
surest way to produce the greatest number of advertising impressions 
at the lowest cost. And most important—they know that the quality 
Sorg Blotting provides each of their blotters with an eye-appealing 
background of the very best in appearance and attention-getting value. 
Why not let blotters do a selling job for you—soon! 

If you would like a copy of Sorg’s new Sales Blotter Sampler, 
simply write us. We’ll be happy to send you one. 


pAPER COMPANY : Middletown, Ohio 


© Manufacturers and Converters of Stock Line and Specialty Papers 


noone Offices in NEW YORK « CHICAGO « BOSTON « ST. LOUIS « LOS ANGELES 


SORG STOCK LINES 


WHITE SOREX « CREAM SOREX « LEATHER EMBOSSED COVER « PLATE FINISH « EQUATOR INDEX BRISTOL « REGISTER BOND 
MIDDLETOWN POST CARD « 410 TRANSLUCENT » EQUATOR LEDGER « SORG'S BLOTTING « BRILLIANT VELLUM 


TENSALEX « GRANITEX « PARCHTEX 
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Safeway Stores 20” x 30%” 


Tae 
| pre 
budget!) is an ULLMAN GRAVURE Full 
* Color Plastic TRANSPARENCY. Ask any 
of the advertisers who use them. Names 
cheerfully supplied on request. 


ULLMAN GRAVURE reproduces any kind 
of picture copy onclear plastic, prints on 
both sides of the plastic in perfect reg- 
ister. Result: a dynamic color build-up in 

r Po front of the light. There is no printing 
~"s l LA hy screen in the ULLMAN process to break 
ie NZ up the confinuous tone picture. If the light 
' fails, the picture is colorfully brilliant. The 
T1546" x 193/," light-refracting surface which is built right 
. into each ULLMAN GRAVURE TRANSPAR- 
ENCY gives the lighted picture a lumi- 
nosity not possible in paper prints or 
obtainable in other processes. ULLMAN 
TRANSPARENCIES will not fade in front 
of a light source. They will not wrinkle 
light Up Your Promotion Program or warp under any atmospheric conditions. 
| Write for descriptive literature and : ‘eo 5 

RY samples of Ullman Transparencies. t Any size up to 37” x 49". Economical 

from 200 pieces to any quantity. 


ULLMAN GRAVURE, INC., 319 McKIBBIN ST., BROOKLYN 6, NY. to ee eee 
00 


HY acinth 7- 
A division of The Ullman Company, Inc. . Established 1888 


LET. US-SHOW YOU HOW TO 


FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE a IN COLOR DISPLAYS ON PAPER AND PLASTIC 
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